THE  FOURTH  ESTATE 


ER 


1 1 1  a  c  i  i  M  y]  a  limM  a  a  i  ^  H  a  i:t  i 


City  News 
Kaput 

A  Legend  Dies  in 
Windy  City  Page  6 


Herblock  Cartoon 
Ignites  Feud 

Op-ed  columnist  takes 
Pulitzer  winner  to  task  for 
linking  gay  bashing  with 
Christianity  Page  8 


Ink  on  Paper  Like 
Money  in  Bank 

Fear  not  for  the  future,  for 
cash  keeps  rolling  in,  say 
experts  in  newspaper 
economics  Page  9 


Sun  Media 
Rebuffs  Torstar 

Toronto  Star  launches 
unsolicited  bid  for 
competitor  in  a  quickly 
consolidating  Canadian 
newspaper  market.  Sun  says 
no,  price  too  low.  Page  14 


Spammers  Target 
Boston  Globe 

FBI  probes  porno  messages 
with  boston.com  return 


Zt90Q  60D 
90T8fr  iioia-s 


9fr€T-90T8^  IW  HOSHY  NNY 
9^zx  xoa  od 
iwn 

Ni“XoaHo  s7Yoiaoiaad 
dV3  Td  666X/ST/S0  HL^LL9ZZ0^ 
•**•»****»****»***♦»  SOAHNXQ# 


Advertising  s  wasteland, 
or  is  opportunity 
—  knocking? 


ii"T'irrT'ii"ii . ll■"■lllr■T■l^■n 


PERIODICAL  NEWSPAPER 


Sen.  McCain  fnn  kis* 
of  vkw^anes.  pilots  if 
Balkan  (vgcts  bombed 


ffllf  .1(iiirn.il  Vin-. 


Giants  fall  to  Atlanta  34-20;  Jots  grounded  by  St.  Louis  30-10/  1C 


Publisher  Gary  Sherlock,  left, 
presents  New  York  Gov.  George 
Pataki  with  a  framed  first 
edition  of  The  Journal  News. 


Officials:  R-52s  would  lead  strikes  against  Serbs 


October  J2^  1998 

THE  MOMNO  BMERNG 


Westchester  A  Putnam 

Yanks  a  win  from  Series 


ahe  Journal  Ncuis 


I 


WWW.GANNETT.COM 


It’s  here 


A  new  newspaper  for  Westchester,  Rockland 
and  Putnam  counties  outside  New  York  City. 

Its  heart  is  local  news  -  comprehensive  coverage  of  its 
communities  and  its  region. 

Its  soul  is  quality  journalism  -  giving  depth  and  breadth  to  its 
daily  report. 

Its  spirit  is  commitment  -  to  diverse  ideas  and 
building  a  better  community. 

Its  strength  is  its  people  -  dedicated  to  making 
it  all  happen. 

The  Journal  News. 

It’s  how  the  readers  know. 
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Newspaper 


Editor  Bob  Ritter, 
left,  arui  Publisher 
Gary  Sherlock 
review  the  first 
edition  of  The 
Journal  News  in 
the  newspaper’s 
pressroom  on 
launch  night. 
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1998  Society  of  American  Travel  Writers 
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28-31  Parenting  Publications  of  America  Annual 
Conference,  Westin  Horton  Plaza.  San 
Antonio,  Texas 
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Center.  Boston 

Association  of  Free  Community  Papers  Mid- Winter  Meeting, 
Disney  Institute.  Orlando 
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Show.  New  Orleans 
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You  Don't  Want 
To  Be  Behind 
This-  Do  You? 

The  fact  is,  your  competition  will  be  there.  And  we're 
not  just  talking  about  other  newspapers. 

Cityguides.  Radio.  Television.  Cable.  Alternative  news 
and  advertising  sources  of  all  kinds.  "Media"  that  are 
ready  and  electronically  able  to  respond  to  general  and 
specific  audiences.  Ready  to  respond  quickly  and  fre¬ 
quently  —  throughout  the  day  —  as  old  stories  develop 
and  new  ones  emerge.  And  then  there  is  the  advertising 
element.  Revenues,  lost  &  found. 

Take  a  cue  from  us.  And  from  your  competition:  Fall  into 
the  queue  for  Atlanta,  February  17-20.  Register  today  for 
Interactive  Newspapers  '99  and  get  the  best  registration 
rate  and  air  fares  available.  Before  you're  behind  the 
eight  ball. 

Even  more  good  news!  Register  by 
December  15th  at  the  low  rate  of  $1,245. 

For  further  information  or  to  register  online,  visit  our  Web 
site  www.mediainfo.com  or  call  212-675-4380  ext.  285 

For  details  on  group  rates,  association  discounts,  "Register  3  Send  4th  for  Free" 
offer  and  the  working  press  rate  please  call  212-675-4380  ext.  285.  Registrations 
must  be  submitted  together  to  receive  group  discount. 
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Final  deadline 
for  Chicago’s 
City  News 

The  last  link  to  Chicago’s  legendary 
Front  Page  era  of  journalism  is  folding. 

City  News  Bureau  will  close  next 
March  1  after  109  years  of  taking  kids 
straight  out  of  school,  paying  them 
poverty-level  wages,  and  turning  them 
into  professional  Journalists  with  a  ritu¬ 
alized  technique  that  is  one  part  Parris 
Island  Marines  boot  camp,  one  part  fra¬ 
ternity  Hell  Week  and  one  part 
medieval  seminary.  It  gave  journalism 
its  most  demanding  credo;  “If  your 
mother  says  she  loves  you,  check  it 
out.” 

City  News  graduates  not  only  filled 
America’s  news  organizations,  many 
became  as  legendary  as  the  news  ser¬ 
vice  itself.  They  include  columnists 
Mike  Royko  and  Roger  Simon,  inves¬ 
tigative  reporters  Pam  Zekman  and 
Seymour  Hersh,  and  author  Kurt 

Globe  replaces 
columnists 

The  Boston  Globe  has  named  two 
longtime  reporters  to  fill  the  spots  of 
Patricia  Smith  and  Mike  Bamicle,  popu¬ 
lar  columnists  who  left  the  newspaper 
over  questions  about  their  credibility. 

Brian  McGrory  and  Adrian  Walker  will 
begin  writing  twice-weekly  metro  columns 
on  Dec.  6,  editor  Matthew  Storin  said. 

Smith  resigned  in  June  after  admitting 
she  made  up  characters  in  four  columns. 
Barnicle,  long  the  paper’s  marquee 
columnist,  resigned  Aug.  19  amid  suspi¬ 
cions  he  fabricated  a  column  about 
two  children  hospitalized  with  cancer. 
He  already  was  serving  a  suspension 
for  lifting  material  from  a  best-selling 
book. 

McGrory,  36,  joined  the  Globe  in  1989 
and  covered  general  assignment  stories 
before  moving  up  to  roving  national 
reporter  in  1995.  He  began  covering  the 
White  House  a  year  later. 

Walker,  36,  joined  the  Globe  in  1989 
and  has  been  the  City  Hall  bureau 
chief  and  a  deputy  political  editor 
before  becoming  a  Statehouse  reporter 
last  year. 

“These  are  two  very  talented  report- 


HOT  TYPE 


Vonnegut,  who  managed  to  work  City 
News  Bureau  into  his  novel  Slaughter¬ 
house-Five.  City  News  veteran  Charles 
MacArthur  and  co-author  Ben  Hecht 
set  the  agency  at  the  center  of  the  play 
that  defined  the  era  of  anything-goes 
Chicago  newspaper  competition:  The 
Front  Page. 

In  the  1990s,  however,  City  News’ 
days  were  numbered.  Owned  by  the 
Chicago  Tribune  and  Chicago  Sun- 
Times,  it  sold  its  news  service  —  heavy 
on  police  and  fire  stories  —  to  a  dwin¬ 
dling  number  of  papers  and  broadcast 
outlets,  and  was  subsidized  by  profits 
from  its  sister  business  PR  Newswire. 
When  PR  Newswire  was  sold  last  year, 
subscriptions  alone  could  not  support 
the  business.  Executives  from  both 
papers  said  it  lost  $1  million  last  year. 

An  attempt  to  dramatically  raise  sub¬ 
scription  fees  was  resisted  by  broad¬ 
casters. 

The  bureau  employed  44  people, 
including  29  reporters,  with  starting 
pay  of  $390  a  week. 

ers.  .  .  .  They  have  great,  great  skills  as 
newspapermen,”  said  Walter  Robinson, 
assistant  managing  editor. 

Critics  of  the  decision  to  fire  Smith 
accused  the  Globe  of  practicing  a  double 
standard  for  initially  suspending  Bamicle, 
who  is  white,  just  weeks  after  forcing 
out  Smith,  who  is  black.  Walker  is  also 
black. 

AP  raises 
rates  2.2% 

The  Associated  Press  is  raising  rates 
2.2%  for  members  effective  Feb.  7. 

At  a  meeting  in  New  York,  the  board  of 
the  150-year-old  news  cooperative  ap¬ 
proved  the  increase  for  1,550  daily  news¬ 
paper  members  and  6,000  broadcast  asso¬ 
ciate  members.  Changes  in  newspaper  cir¬ 
culation,  on  which  assessments  are  based, 
also  affect  rates.  “This  is  the  lowest  gener¬ 
al  increase  for  AP  members  since  1971,” 
said  Donald  Newhouse,  AP  chairman  and 
president  of  the  Newark,  N.J.,  Star-Ledger. 

The  extra  money  is  earmarked  for 
making  workstations  Y2K-compliant  in 
all  237  bureaus  by  the  middle  of  next  year 
and  for  replacing  AP’s  15-year-old  small- 
dish  satellite  delivery  system  with  a  KU 
band  satellite  system.  AP  has  3,500  em¬ 


ployees,  serves  15,000  organizations,  and 
has  a  preliminary  $563  million  budget  for 
1999,  up  12%,  mostly  from  the  acquisi¬ 
tion  of  the  WTN  video  news  agency. 

Scribe 
benched  for 
heckling  fans 

A  Kansas  City  Star  sports  columnist 
was  suspended  for  two  weeks  for  heck¬ 
ling  hecklers  —  New  England  Patriots 
fans  —  at  Massachusetts’  Foxboro 
Stadium. 

Jason  Whitlock,  who  was  covering  a 
game  between  the  Patriots  and  Kansas 
City  Chiefs,  “violated  one  of  the  cardinal 
rules  of  journalism  —  don’t  become  part 
of  the  story,”  said  Star  assi.stant  managing 
editor  for  sports  Rick  Vacek.  After 
Patriots  fans  jeered  Kansas  City  reporters 
in  the  press  box,  Vacek  said  Whitlock 
held  up  a  signs  saying  “It’s  warm  in  here. 
Good  looking  women  too”  and  “Bledsoe 
Gay?  Pats  Suck”  referring  to  the  New 
England  quarterback. 

Vacek  said  Whitlock  was  also  required 
to  end  his  weekly  call-in  radio  show. 
Whitlock  has  apologized  to  the  Patriots. 

What? 

Media  critics 
in  short  supply? 

The  New  York  Observer  and  Village 
Voice  are  grappling  to  fill  vacant  media 
critic  spots. 

Since  Warren  St.  John  left  the 
Observer  to  write  longer  pieces  for 
Wired,  Observer  editor  Peter  Kaplan 
reportedly  made  one  or  two  offers,  but 
was  refused.  Salon  magazine  reported. 

And  since  James  Ledbetter  left  recent¬ 
ly  as  the  Voice's  media  columnist  to  join 
the  Industry  Standard,  a  weekly  maga¬ 
zine  about  new  media.  Voice  managing 
editor  Doug  Simmons  says  he’s  had  a 
lot  of  interest  from  would-be  media  writers. 

But  he’s  having  a  tough  time  finding 
someone  who  measures  up. 

“So  much  media  criticism  is  like 
Brill’s  Content,  the  first  issue  of  which  I 
admired  and  which  1  am  really  rooting 
for,  but  which  now  reads  like  homework,” 
says  Simmons,  who  wants  a  good 
reporter  with  a  sense  of  humor  and  a  light 
touch.  Andy  Hsaio,  who’s  been  filling  in 
since  Ledbetter’s  departure,  declined  the 
job. 
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U.S.  scribes 
slay  home: 
Castro 

Cuba’s  dictator  continues 
to  bar  bureaus  of  U.S. 
news  organizations  — 
except  CNN 

by  Mark  Fitzgerald 

Cuba  sees  no  reason  to  open  the 
island  to  bureaus  from  U.S.  news¬ 
papers  and  wire  services.  President 
Fidel  Castro  told  a  delegation  from  the 
American  Society  of  Newspaper  Editors. 

For  one  thing,  he 
told  the  32  editors  in 
a  marathon  six-hour 
meeting  Oct.  24, 
American  journal¬ 
ists  are  “biased.” 

“All  reporters  are 
not  exactly  the 
same.  There  are 
Pierre  VirotlReuters  Photos  times  when  activities 

of  journalists  have  had  nothing  to  do  with 
journalism.  If  I  were  certain  objective 
reporters  would  come  to  Cuba  and  not  be 
biased  beforehand,  we  would”  allow  the 
reestablishment  of  U.S.  new  bureaus, 
Castro  said,  according  to  a  Miami  Herald 
story  by  executive  editor  Doug  Clifton  and 
chairman  David  Lawrence  Jr.  The  editors 
said  Castro  was  particularly  upset  about 
unflattering  coverage  during  Pope  John 
Paul  IPs  visit  to  the  island  last  January. 

Cable  News  Network  only  recently 
became  the  only  U.S.  news  organization 
with  a  permanent  bureau  on  the  island. 
Bureaus  of  U.S.  print  news  organization 
have  been  barred  since  the  Associated 
Press  was  expelled  in  1969  after  Castro’s 
Communist  revolution  swept  into  power. 

ASNE  president  Edward  L.  Seaton, 
president  and  editor  in  chief  of  the 
Manhattan  (Kan.)  Mercury,  said  the  meet¬ 
ing  was  useful  anyway,  because  the  edi¬ 
tors  hammered  home  Cuba’s  need  to  have 
U.S.  journalists  based  on  the  island. 

Even  as  he  denied  more  bureaus,  he  said 
he  voraciously  reads  newspapers  and  mag¬ 
azines  from  abroad  —  a  seeming  contra¬ 
diction  he  was  unable  to  explain  succinctly, 
except  to  call  Playboy  unfit  for  Cuba. 


CONTROVERSY  NEWS 

HerMock  cartoon  sparks 
editorial  page  exchange 

Cartoonist  trades  drawing  pen  for  writing 
pen  to  defend  work  on  gay  bash  killing 


by  Kelvin  Childs 

A  Washington  Post  editorial  cartoon 
condemning  a  gay  man’s  killing 
elicited  harsh  criticism  in  the  form 
of  an  op-ed  column  from  a  fellow  editori¬ 
al  board  member. 

The  op-ed  piece,  in  turn,  prompted  a 
passionate  defense  in  the  form  of  a  letter 
to  the  editor  from  the  cartoonist. 

Editorial  writer  Colbert  I.  King  took  on 
the  venerable  Her- 
block  —  aka  Herbert 
Block  —  over  an  Oct. 

15  cartoon  on  the 
beating  death  three 
days  earlier  of 
Matthew  Shepard,  an 
openly  gay  University 
of  Wyoming  student. 

The  cartoon  shows 
a  woman  near  a 
flower-draped  tomb¬ 
stone  inscribed 
“Matthew  Shepard 
murdered  gay.”  Arms 
crossed,  she  asks  of 
Sen.  Maj.  Leader 
Trent  Lott  and  a  man 
holding  a  ledger 
marked  “‘Christian’ 

Politics”;  “Would  you 
explain  again  how  a 
young  man  like  this 
might  have  cured  him¬ 
self  of  his  ‘sin’?” 

In  a  June  15  TV  interview,  Lott,  a 
Mississippi  Republican,  declared  he 
believes  homosexuality  to  be  a  sin,  one 
that  can  be  dealt  with  like  alcoholism, 
kleptomania  or  sex  addiction.  And  in  July, 
a  coalition  of  1 5  Christian  groups  ran  ads 
in  the  Washington  Post,  USA  Today,  and 
New  York  Times  criticizing  homosexuality 
and  declaring  it  can  be  “cured.” 

Herblock’s  assistant,  Jean  Rickard,  said 
the  cartoonist  “was  just  so  outraged”  by 
Shepard’s  murder  that  he  put  pen  to  paper. 
She  said  several  readers  called  to  express 
approval  afterward. 


But  two  days  later.  King’s  op-ed  piece, 
titled  “Too  Broad  a  Brush,”  took  the  oppo¬ 
site  tack.  “1  am  one  of  many  Christians 
whose  ‘politics’  don’t  include  treating 
homosexuality  as  a  ‘curable  sin,”’  King 
wrote.  “The  same  goes  for  the  church  I 
attend  and  the  denomination  to  which  it 
belongs.” 

Not  all  Christians  agree  about  homo¬ 
sexuality,  wrote  King,  who  declined  to  be 
interviewed  for  this  article.  “No  religion 
has  a  hold  on  anti¬ 
homosexual  bias  or 
has  cornered  the  mar¬ 
ket  on  conversion- 
therapy  enthusiasts,” 
he  wrote.  Nor  is 
Christianity  alone  in 
being  “forced  to  con¬ 
tend  with  a  confronta¬ 
tional,  fundamentalist 
element.”  But  the 
“rhetorical  and  legisla¬ 
tive  assaults  against 
gays  —  disgusting  and 
wrong  as  they  are  — 
aren’t  the  same  as  the 
kind  of  violence  that 
took  Matthew 

Shepard’s  young  life.” 

Relabeling  the 
Christian  character  as 
‘Religious  Right’  or 
‘Conservative 
Christians’  might  have 
made  the  cartoon  more  accurate,  he  said, 
“but  I’m  not  sure  even  that  would  have 
been  fair.” 

“Goodness  knows,”  King  concluded, 
“Christianity  has  its  Hall  of  Shame  with 
centuries  of  devout  believers  —  anti- 
Semitic  and  racist  to  their  core  —  who 
have  done  all  sorts  of  evil  and  great 
wrongs  in  the  name  of  the  true  faith.  But 
that  doesn’t  warrant  a  generalized  con¬ 
demnation  of  Christians  today. 

“Of  course,  the  protective  cloak  of  the 
First  Amendment  protects  anyone’s  right 
to  do  just  that.  But  I  too  have  a  right  to  say 
it’s  wrong.” 
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As  a  courtesy,  Herblock  got  a  chance 
to  read  King’s  column  in  advance,  said 
deputy  editorial  page  editor  Stephen  S. 
Rosenfeld. 

Describing  Herblock’s  demeanor, 
Rickard  said,  again,  “the  only  word  I  can 
think  of  was  outraged.”  The  cartoonist 
felt  the  column  was  off  on  many  points 
and  that  it  was  calling  him  names. 
Herblock  drafted  a  response  right  away 
and  submitted  it  to  Rosenfeld  Oct.  19.  It 
ran  Oct.  22,  at  the  bottom  of  the  letters  to 
the  editor  under  the  headline  “Herblock 
Replies.” 

The  Pulitzer  Prize-winning  cartoonist 
notes  that  King  calls  himself  a  Christian 
without  using  quotation  marks  but  uses 
the  marks  when  speaking  of  Christians’ 
“politics.” 

“It  is  not  Clintonesque  to  point  out  the 
use  of  quotation  marks  familiar  to  most 
writers,”  Herblock  wrote.  “A  comic  is 
funny.  A  ‘comic’  is  not  so  funny.  My  set¬ 
ting  a  word  off  with  quotation  marks 
expresses  an  opinion.  In  this  case  it  is 
mild  compared  with  Mark  Twain’s  sul- 
furous  views  on  many  self-styled  Chris¬ 
tians  and  politicos.” 

Although  he  and  King  oppose  gay¬ 
bashing,  “No  other  self-styled  religious 
groups  have  the  high  profile  or  the  same 
political  clout  as  the  one  using  That  Word 
in  their  titles,”  Herblock  writes.  “It  is  hard 
to  imagine  Sen.  Lott  or  Speaker  Newt 
Gingrich  talking  to  and  bowing  to  an  out¬ 
fit  calling  itself  the  Non-Christian 
Coalition.  We  do  not  (yet)  see  any  full- 
page  ads  by  self-styled  Muslims  intend¬ 
ing  to  ‘cure’  gays  and  lesbians.  What 
bothers  the  columnist  is  the  use  of  the 
word  ‘Christian,’  even  in  quotes,  in  con¬ 
nection  with  the  word  politics.” 

Herblock  rejects  the  relabeling  idea, 
saying  King’s  “purpose,  he  says  —  with¬ 
out  a  doubt  of  his  own  fairness  —  would 
be  to  make  it  more  fair.  But  then  he 
decides  that  his  own  additions  wouldn’t 
have  helped.  Mark  Twain  might  have 
described  me  as  doomed  to  Error  and 
possible  Eternal  Damnation.” 

And  King’s  closing  remarks  regarding 
“the  protective  cloak  of  the  First 
Amendment”  and  a  “generalized  con¬ 
demnation  of  Christians”  drew  particular 
sarcasm.  “If  he  means  I’ve  done  that,  it’s 
a  shameful  misrepresentation,”  the  car¬ 
toonist  said.  “It  would  also  be  the  first 
time  anyone  has  suggested  that  my  opin¬ 
ions  come  creeping  in  under  a  cloak  of 
any  kind.” 

King  also  said  the  cartoon  was  pre¬ 
viewed  by  a  couple  of  editorial  writers 


and  an  editor  —  all  friends  and  respiected 
colleagues  —  before  “it  evidently  passed 
their  fairness  and  taste  tests.” 

But  Rickard  said  nobody  edits 
Herblock.  “He  doesn’t  submit  sketches 
for  approval.  He  is  his  own  boss.” 

Herblock  usually  sketches  two  to  12 
ideas,  sometimes  on  the  same  topic, 
Rickard  said,  before  testing  them  out  on 
colleagues.  In  this  case,  she  said,  he 
showed  the  cartoon  “to  a  couple  of  col¬ 
leagues  to  get  their  reaction,  and  they  saw 
it  as  his  best  sketch  of  the  day.” 

Asked  why  the  internal  difference  of 
opinion  was  played  out  in  print,  Rosenfeld 
said  only,  “Colby  King,  who  is  responsi¬ 
ble  for  his  own  column,  was  interested  in 
the  cartoon.  Herb  responded.” 

Although  he  had  no  statistics.  Morgan 
McGinley,  president  of  the  National 
Conference  of  Editorial  Writers,  said,  “I 
think  editorial  pages  generally  discourage 
letters  from  the  news  staff.”  Paul 
McMasters,  First  Amendment  ombuds¬ 
man  for  the  Freedom  Forum,  agreed,  say- 
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ing  most  papers  reserve  letters  to  the  edi¬ 
tor  for  readers,  and  even  so  many  letters 
never  make  print  because  of  limited 
space. 

“And  there’s  a  side  benefit  in  that  it 
means  some  dirty  laundry  doesn’t  get 
aired,”  he  added.  Besides,  he  said,  many 
editors  feel  journalists  have  ample  oppor¬ 
tunities  to  express  their  views. 

In  some  instances,  however,  journalists 
feel  they  need  to  make  a  public  stand  on 
principle  and  feel  the  pages  of  their  own 
newspaper  is  the  place  to  do  that,” 
McMasters  said. 

Post  ombudsman  E.R.  Shipp  said  the 
paper  has  a  history  of  allowing  staffers  to 
take  others  to  task  in  print  —  including 
exchanges  between  her  predecessor 
Geneva  Overholser  and  editor  Bob 
Woodward  and  columnist  Richard  Cohen. 
But  she  has  no  plans  to  get  involved  in  the 
cartoon  case,  because,  she  said,  “As  it  is, 
it  seems  to  me  they  have  thoroughly  aired 
their  positions.  It  doesn’t  seem  to  me  to 
be  an  ongoing  thing.”  dl 


Threat,  what  threat? 

Specialists  in  newspaper  finance 
see  strengths  where  others  find  doom 


by  M.L.  Stein 

Doomsayers  notwithstanding,  news¬ 
papers  can  anticipate  good  health 
for  years  to  come,  though  they’ll 
likely  return  to  their  roots  as  a  medium 
for  elite  readers,  a  university  researcher 
predicts. 

In  fact,  the  trend  already  is  underway  as 
upscale  readers  have 
become  a  stabilizing 
factor  in  the  nation’s 
press,  said  Jeffrey 
Brody,  co-author  with 
Robert  Picard  of  the 
book  The  Newspaper 
Publishing  Industry: 

A  Turning  Point.  Both 
teach  in  the  School  of 
Communications  at 
California  State  Uni¬ 
versity,  Fullerton. 

Fears  about  the  newspaper  industry’s 
survival  “are  totally  out  of  proportion  to 
the  reality  of  the  actual  situation,”  Brody 
said.  Articles  in  journalism  reviews  about 


newspaper  industry  problems  “are  skewed 
in  that  they  are  geared  to  major  metropol¬ 
itan  papers.  The  bulk  of  the  industry  is 
doing  just  fine.  Most  newspapers  are  used 
to  double-digit  profits.” 

The  average  U.S.  daily  circulation  is 
40,000,  and  average  papers  are  more  than 
holding  their  own,  Brody  told  the  Society 
of  Professional  Journalists  convention  in 
Universal  City,  Calif., 
Oct.  22-25.  Yet  “the 
popular  perception  is 
that  the  industry  is 
dominated  by  the 
New  York  Times, 
Washington  Post,  Los 
Angeles  Times  and 
other  major  papers,  of 
which  there  are  only 
about  10  in  the  entire 
country.” 

The  death  or  con¬ 
solidation  of  newspapers  in  major  cities 
has  created  a  false  impression  that  the 
industry  is  in  serious  trouble  —  despite 
see  Good  Times  on  page  53 


“If  there  is  something 
alarming  in  looking  at 
the  industry,  it  is  that 
we  may  be  moving  from 
a  mass  medium  to  an 
elite  medium.” 


www.medjainfo.com 


EDITOR  &  PUBLISHER  /  OCTOBER  31.  1998 


9 


J-SCHOOL  RECRUITMENT 


Minorities  iess  iikeiy 
to  win  entry-ievei  Jobs 


For  j-school  grads,  their  jobs  and  pay  are  on  the 
rise  —  but  minorities  less  likely  to  get  foot  in  door 


by  Jennie  L.  Phipps 


Minority  communications  gradu¬ 
ates  looking  for  their  first  news¬ 
paper  jobs  are  about  18%  less 
likely  to  find  one  in  the  first  six  months 
following  graduation  than  are  nonminori¬ 
ties,  research  shows. 

Journalism  professor  Lee  Becker, 
director  of  the  James  M.  Cox  Jr.  Center 
for  Mass  Communication  Training  and 
Research  at  the  University  of  Georgia,  for 
12  years  has  been  tracking  Journalism 
graduates  and  their  first  six  months  in  the 


Becker  doesn’t  think  this  gap  is  attrib¬ 
utable  to  a  sampling  error.  The  daily 
newspaper  industry  isn’t  hiring  all  of  the 
minority  graduates  who  have  sought  jobs 
with  dailies. 

“I  think  it’s  very  dramatic,”  he  says. 
Becker  says  newspapers  rely  mostly  on 
clips,  portfolios  and  recommendations  to 
select  candidates,  while  a  small  minority 
use  more  definitive  writing,  grammar  and 
current-events  tests.  Few  use  college  tran¬ 
scripts. 


Veronica  Jennings,  director  of  minority 
affairs  for  ASNE,  says  many  minority 
students  are  unable  to  take  advantage  of 
internships  and  student  newspaper  jobs 

—  where  white  students  gain  most  of 
their  clips  and  work  experience. 

“A  lot  of  minority  students  need  to 
make  money  during  the  summer,”  she 
says.  “They  can’t  afford  to  break  even  or 
work  for  free.  A  lot  of  newspapers  aren’t 
even  offering  enough  pay  to  cover  hous¬ 
ing,  and  you  have  to  have  your  own  car.” 

“This  is  a  critical  area  for  us  to  address 

—  getting  minorities  into  that  first  work 
experience,”  Jennings  says,  explaining 
that  if  careers  progress  from  small  to 
large  papers,  “then  we  have  to  find  ways 
to  get  minorities  onto  that  path.” 

Pamela  Newkirk,  an  assistant  professor 
of  journalism  and  mass  communications  at 
New  York  University  who  is  writing  a  book 
on  media  diversity,  found  the  statistics 
see  Grads  on  page  53 
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job  market.  He  has  noted  this  minority 
disparity  before  and  says  the  gap  has 
increased  this  year. 

Becker  sees  this  as  a  particularly  trou¬ 
bling  anomaly  at  a  time  when  the  American 
Society  of  Newspaper  Editors  is  reviewing 
its  goals  for  more  diverse  newsrooms,  not¬ 
ing  that  most  newspapers  have  fallen  short 
of  the  Year  2(XX)  goal,  a  decade-long  plan 
to  make  newsrooms  more  diverse. 

At  present.  1 1 .5%  of  the  journalists  in 
daily  newspaper  newsrooms  are  classified 
as  members  of  racial  and  ethnic  minori¬ 
ties.  while  in  the  population  at  large 
27.6%  are  minorities.  About  23%  of  those 
who  received  degrees  from  450  journal¬ 
ism  and  mass  communication  programs  in 
1997  were  members  of  a  racial  or  ethnic 
minority,  while  19.4%  of  the  graduate  stu¬ 
dents  were  members  of  minority  groups. 

Minority  graduates  seek  much  the 
same  jobs  as  nonminority  students  when 
they  get  out  of  school.  They  look  for  jobs 
in  daily  newspapers,  radio,  television  and 
cable.  Overall,  six  months  after  gradua¬ 
tion,  among  those  seeking  work  rather 
than  returning  for  graduate  study,  70.5% 
of  minorities  had  found  jobs  as  opposed 
to  80.7%  of  nonminorities. 

The  full-time  employment  rate  for 
African-American  graduates  was  69.5%, 
and  for  Hispanic  graduates  it  was  68.1%. 
When  you  look  only  at  the  graduates  who 
sought  jobs  in  daily  newspapers,  the  gap 
increases.  About  66%  of  minorities  had 
jobs  six  months  after  graduation,  as  com¬ 
pared  to  84%  of  nonminorities. 


Newsrooms  train  to 
onset  flaws  in  grads 


More  tales  of  graduates  short  on 
basics,  but  with  growing  bent  on  Internet 


by  M.L.  Stein 


Journalism  students  tend  to  be  short  on 
verbal  skills  and  general  knowledge 
but  enthusiastic  about  new  media. 

So  concluded  a  panel  of  educators  and 
and  conventioneers  at  the  Society  of 
Professional  Journalists  gathering  in 
Universal  City,  Calif,  Oct.  22-26. 

In  a  statement  that  would  likely  send  a 
chill  through  a  hiring  newspaper  editor, 
Kim  E.  Karloff,  an  assistant  professor  of 
journalism  at  California  State  University, 
Northridge,  said  her  instruction  involves 
getting  students  to  write  a  “clear,  declara¬ 
tive  sentence”  and  urging  them  to  read  a 
newspaper. 

“Barely  half  of  them  know  who  the 
California  gubernatorial  candidates  are.” 
she  went  on.  “Some  named  Madeleine 
Albright,  Mark  McGwire  and  me.  “But 
they  all  know  who  Marilyn  Manson  is.” 

Karloff,  a  former  Omaha  World- 
Herald  staffer,  said  Northridge’s  pro¬ 
gram  is  “grounded  in  print  journalism,” 


and  she  described  herself  as  a  journalistic 
“traditionalist”  who  stresses  reporting 
and  writing. 

“Few  in  my  beginning  classes  know 
how  to  check  facts  and  use  background  in 
stories,”  she  related.  “They  want  jobs  but 
are  not  sure  what  they  need  to  know  to  get 
them.  However,  they  are  savvy  about  the 
Internet,  believe  in  it.”  One  student  insist¬ 
ed  that  the  name  of  the  special  prosecutor 
investigating  President  Clinton  is  Tom, 
not  Kenneth,  Starr.  “Why?  Because  he 
saw  it  on  the  Internet  so  it  must  be  right,” 
Karloff  said,  noting  that  her  journalism 
classes  do  include  competent  students. 

The  Orange  County  Register  com¬ 
pletes  the  education  of  its  journalism 
graduates  with  in-house  classes  on  every¬ 
thing  from  writing  to  understanding  the 
topics  and  people  they  cover,  said  training 
director  Larry  Welbom. 

“The  industry  is  changing,  and  we  find 
that  some  young  reporters  are  poorly 
equipped  for  the  changes,”  he  said,  as 
j-schools  “are  moving  away  from  practi- 
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cal  training  toward  theory  and  research.” 

Assessing  the  writing  skills  of  some 
new  hires,  he  commented,  “There  are 
times  when  1  feel  the  use  of  active  verbs 
has  become  a  lost  art.” 

Welbom  —  known  as  the  “dean”  of 
“Register  University”  —  said  most  of  the 
curriculum  aims  to  widen  the  knowledge 
of  subjects  reporters  cover  by  bringing  in 
experts  to  lecture  on  specialties  such  as 
guns  and  the  Muslim  faith. 

“Reporters  write  frequently  about  guns 
in  crime  stories,  yet  some  don’t  know  the 
difference  between  a  revolver  and  an 
automatic  pistol,”  he  said. 

Nevertheless,  the  volunteer  training 
program  is  not  fully  accepted  by  man¬ 
agers  whose  first  priority  is  getting  out 
the  paper  and  who  will  not  hesitate  to 
snatch  trainees  from  classes  to  meet  dead¬ 
lines,  according  to  Welbom.  “I  once  had  a 
class  that  was  supposed  to  have  75  stu¬ 
dents,  and  I  wound  up  with  16,”  he 
remembered.  “I  try  to  convince  them  that, 
in  the  long  run,  these  classes  are  just  as 
important  as  getting  out  the  paper.” 

From  the  audience,  David  E.  Carlson,  a 
University  of  Florida  journalism  profes¬ 
sor,  said  the  school  dispatches  students  on 
“fact-finding”  missions  to  courthouses 
and  police  agencies.  Undergrads  are 
assigned,  for  example,  to  learn  everything 
they  can  about  a  public  official  —  even 
how  much  he  paid  for  his  house. 

Another  attendee,  Lester  Brownlee, 
who  teaches  at  Columbia  College  in 
Chicago  and  reported  for  the  now  defunct 
Chicago  Daily  News,  decried  the  empha¬ 
sis  on  digital  communication,  declaring: 
“Where  is  the  emphasis  on  the  basic  skills 
—  good,  clear  writing?  There  is  not 
enough  of  that  in  journalism  schools. 
Whether  it’s  on  the  Web  or  in  a  newspa¬ 
per,  it’s  still  journalism.” 

Tennessee  State  University  profes¬ 
sor  and  former  newspaper  journalist 
Harriette  Bias  Insignares  called  on 
high  school  journalism  teachers  to 
work  together  to  strengthen  verbal 
skills  and  general  knowledge  before 
students  enter  college  “We  must 
impress  upon  students  that  English 
proficiency  is  not  just  a  matter  of  pass¬ 
ing  tests  but  a  vital  tool  for  getting 
through  life,”  she  stated.  “And  if 
they’re  going  into  journalism,  their 
career  depends  on  such  skill.  We’re 
getting  too  many  kids  who  are  weak  in 
grammar,  punctuation  and  spelling.” 

Computer  savvy  is  also  a  necessary 
ingredient  for  aspiring  journalists, 
said  Larry  Pryor,  director  of  online 


journalism  at  the  Annenberg  School  for 
Communication  at  the  University  of 
Southern  California  in  Los  Angeles.  With 
the  aid  of  a  $750,000  grant,  the  school 
has  begun  a  “Cadillac  program”  to  intro¬ 
duce  students  to  new  media,  he  said. 

Pryor,  former  Los  Angeles  Times 
online  director,  said  students  get  laborato¬ 
ry  and  practical  experience  and  have  gone 
to  America  Online,  Digital  City,  and  the 
Times  and  Sacramento  Bee  for  $6  an 
hour.  Courses  include  electronic  publish¬ 
ing,  multimedia  online  publishing,  com¬ 
puter-assisted  reporting,  and  online 
design  and  graphics. 

“New  media  courses  require  many  dis¬ 
parate  areas  of  knowledge  —  technology, 
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Despite  legislation,  too  early 
to  declare  victory  in  feud 
over  campus  crime  stats 

by  M.L.  Stein 

Despite  a  federal  victory  in  the 
reporting  of  campus  crime,  many 
college  administrators  still  keep  a 
tight  lid  on  such  crime  information,  and 
student  newspapers  need  to  aggressively 
ferret  it  out. 

This  advice  was  offered  to  student  edi¬ 
tors  and  faculty  advisors  by  three  oppo¬ 
nents  of  campus  secrecy.  Professional 
newspapers  also  ought  to  join  the  fray, 
they  said. 

“Next  we  must  fight  for  the  information 


journalism  and  media  management,”  he 
said.  “We  find  that  students  are  increas¬ 
ingly  divided  between  those  with 
advanced  new  media  skills  and  those  who 
are  computer  illiterate.” 

While  most  schools  don’t  enjoy  such 
grant  support,  he  urged  colleges  to  seek 
outside  funding  to  offset  deficiencies  in 
computer  hardware  and  software  and  in 
qualified  new  media  faculty. 

The  time  is  ripe  to  get  foundation  or 
corporate  money,  Pryor  contended,  as 
demand  grows  for  graduates  with  new 
media  skills.  “The  technology  is  moving 
so  fast  that  if  you  don’t  build  this  curricu¬ 
lum,”  he  warned,  “the  train  will  pull  out, 
and  you  will  be  left  at  the  station.”  Hi 


we  need  to  monitor  the  fairness  of  campus 
courts  and  open  all  information  on  cam¬ 
pus  crime,”  said  Carolyn  S.  Carlson,  a  past 
president  of  the  Society  of  Professional 
Journalists,  at  the  group’s  convention  in 
Universal  City,  Calif.,  Oct.  22-25. 

Under  the  Higher  Education  Act  signed 
by  President  Clinton  earlier  this  month,  all 
public  and  private  schools  must  maintain 
daily  logs  of  criminal  incidents  reported  to 
their  police  or  security  officers.  Man¬ 
slaughter  and  arson  were  added  to  the  list 
required  to  be  revealed  annually.  The  law 
means  the  Federal  Educational  Rights  and 
Privacy  Act  provides  less  protection  from 
disclosure  for  outcomes  of  disciplinary 
proceedings  against  students  who  commit 
violent  crimes  or  nonforcible  sex  offenses. 

But  the  law,  which  SPJ  supported,  is  not 
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a  complete  victory,  warned  Carlson,  an  j 
Atlanta  public  relations  consultant  and 
part-time  journalism  instructor  at  Georgia 
State  University.  She  said  SPJ  has  pre¬ 
sented  Congress  with  “significant  anecdo¬ 
tal  evidence  that  many  schools  are  using  a  | 
secret  Judicial  process  to  hide  crime  on 
campus  and  to  keep  the  public  unaware  of 
it.”  FERPA  continues  to  ensure  privacy  of 
the  students  who  have  been  found  inno¬ 
cent  of  the  charges,  she  said,  adding  that 
citizens  have  incomplete  access  to  records 
of  serious,  but  nonviolent  crimes  such  as 
drug  and  weapon  possession. 

Schools  have  sought  to  minimize 
crime  by  “hiding  serious  incidents  in 
secret  campus  courts  rather  than  reporting 
the  crimes  to  external  law  enforcement 
authorities,  who  handle  them  in  public,” 
said  Carlson,  who  spent  1 7  years  with  the 
Associated  Press.  She  urged  student  and  j 
professional  journalists  to  fight  for  infor-  j 
mation  needed  to  monitor  the  fairness  of  j 
campus  courts  and  gain  access  to  all  i 
crime  information,  including  thefts  and  | 
drug  and  alcohol  violations.  j 

Another  panelist,  S.  Daniel  Carter,  vice 
president  of  the  nonprofit  Security  on 
Campus  of  King  of  Prussia,  Pa„  said  the 
group  has  tracked  campus  crimes  for  two 
years  at  more  than  40  colleges  and  uni¬ 
versities,  including  Harvard,  Stanford  and 
several  major  state  universities. 

Carter  called  on  students,  parents,  vic¬ 
tims’  rights  activists  and  the  media  “to 
fight  image-conscious  colleges.  Timely 
access  to  truthful  and  honest  campus  crime 
information  is  necessary  for  students  to 
make  informed  decisions  about  what  safe¬ 
ty  precautions  they  may  choose  to  take,” 

Panelist  Gordon  “Mac”  McKerral, 
managing  editor  of  the  the  News  Herald 
in  Panama  City,  Fla,,  and  a  former  jour¬ 
nalism  professor,  warned  student  reporters 
to  be  fair  and  accurate  in  covering  cam¬ 
pus  crime. 

Bad  journalism  creates  a  risk  of  libel 
suits  and  supports  the  argument  of  admin¬ 
istrators  and  police  “who  don’t  think 
police  reporting  is  very  good,  anyway,” 
Carlson  added. 

Panelists  observed  that  getting  police 
blotter  information  and  results  of  judicial 
hearings  is  not  always  tough.  “Sometimes 
you  can  get  it  by  just  asking  for  it,”  said 
Carlson.  “And  these  stories  also  give  you 
a  chance  to  get  good,  in-depth  stories  into 
your  paper.” 

The  trio  pointed  out  that  many  campus 
police  departments  don’t  even  bother  to 
keep  files  on  off-campus  crimes  involving 
students  —  even  though  it  deeply  con- 
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cems  classmates  and  parents 

In  other  matters,  SPJ  announced  that  a 
statewide  poll,  one  of  the  first  of  its  type, 
showed  Californians  broadly  support  leg¬ 


islative  changes  designed  to  improve  pub¬ 
lic  access  to  government  information,  and 
most  voters  believe  officials  too  often 
violate  state  sunshine  laws. 


Editors  reset 
goal  on  racial  parity 

Another  25  years  for  newsrooms  to 
reach  racial  parity  with  U.S.  population 


by  Mark  Fitzgerald 

In  1978,  the  American  Society  of 
Newspaper  Editors  called  on  newspa¬ 
pers  to  fully  integrate  their  newsrooms 
by  2000.  With  minority  employment  still 
far  short  of  that  goal,  ASNE  is  giving 
newspapers  another  quarter-century  to 
reach  racial  parity  with  the  U.S,  popula¬ 
tion  at  large, 

I  At  a  board  meeting  in  Miami,  Oct,  20, 
i  ASNE  adopted  a  mission  statement 
I  declaring  the  nation’s  newsrooms  “must 
reflect  the  racial  diversity  of  American 
;  society  by  2025  or  sooner.  At  a  minimum, 

I  all  newspapers  should  employ  journalists 
j  of  color,  and  every  newspaper  should 
I  reflect  the  diversity  of  its  community,” 

I  The  delayed  goal  is  the  culmination  of 
j  a  year  of  study,  trial  balloons  and  contro- 
j  versy  following  the  association’s 
]  acknowledgment  that  the  proportion  of 
[  minorities  in  newspaper  newsrooms 
j  would  never  catch  up  with  the  share  of 
minorities  in  the  general  population  by 
j  2000,  In  1 998,  according  to  an  ASNE  sur- 
vey,  1 1 ,46%  of  newsroom  employees 
!  were  black,  Hispanic,  Asian-American  or 
j  American-lndian  —  groups  that  comprise 
about  28%  of  the  overall  population. 

The  new  goal  combines  two  proposals 
that  contended  during  the  last  year:  It 
j  resets  the  time  frame  while  retaining  the 
target  of  racial  parity,  and  it  adds  the 
admonition  that  newspaper  newsrooms 
“at  a  minimum”  should  reflect  the  pro- 
j  portion  of  racial  and  ethnic  minorities  in 
their  communities.  ASNE  surveys  have 
I  consistently  shown  over  the  past  decade 
I  that  about  half  of  the  nation’s  1,500 
j  dailies  employ  not  a  single  minority  jour¬ 
nalist. 

I  In  addition,  ASNE  said  that  beginning 
in  2000  it  will  establish  three-year  bench- 


1  mark  goals  to  chart  progress  toward 
I  newsroom  diversity.  The  goals  might 
I  apply  to  such  areas  as  the  numbers  of 
I  minority  college  students  studying  jour- 
I  nalism,  the  number  of  newspapers  with 
no  minority  employees,  and  the  rate  of 
turnover  among  minority  journalists,  said 
ASNE  president  Edward  Seaton,  editor  in 
chief  of  the  Manhattan  (Kan.)  Mercury. 

1  National  Association  of  Black 
I  Journalists  president  Vanessa  Williams 
j  said  her  group  was  encouraged  that 
ASNE  had  reaffirmed  the  goal  of  racial 
i  parity.  “But  we  were  discouraged,  disap- 
I  pointed  and  troubled  that  the  goal  was  set 
j  so  far  off  into  the  future,”  added 
I  Williams,  a  Washington  Post  reporter. 

^  “We  think  a  more  aggressive  goal,  and  a 
real  interim  plan,  to  recruit,  retain  and 
promote  journalists  of  color,  a  plan  that 
will  get  people  enthusiastic,  is  what’s 
really  needed.  One  could  argue  that  the 
I  1978  goal  probably  suffered  from  having 
such  a  long  lag  time.  .  .  .  People  went 
j  from  being  very  enthusiastic  to,  over 
j  time,  thinking  there  was  plenty  of  time 
1  and  becoming  distracted.” 

I  Similarly,  Kara  Briggs,  who  is  presi- 
j  dent  of  Unity  and  the  Native  American 
!  Journalists  Association,  gave  a  mixed 
j  reaction.  She  was  encouraged  about  tying 
'  the  goal  to  each  newspaper’s  community 
I  but  discouraged  at  the  suggestion  that 
I  newspapers  need  25  more  years  to  mirror 
;  the  nation  they  report  on  every  day. 
j  “1  think  it’s  important  to  note  that  a 
i  goal  was  set  20  years  ago  —  and  it  wasn’t 
j  met,”  Briggs  said. 

I  ASNE’s  board  also  agreed  to  add  sta- 
:  tistics  on  women  to  its  annual  newsroom 
census.  It  added,  however,  that  “the  focus 
of  its  diversity  initiatives  would  remain 
on  the  hiring  and  promotion  of  people  of 
!  color  in  the  newsroom.”  IH 
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E-Commerce:  A  Media  Money/  Maker 


..a  major  study  of  electronic  commerce  on  news¬ 
paper.  television,  radio  and  magazine  Web  sites. 


This  first-in-the-series  '■how¬ 
to”  report  focuses  on  opera¬ 
tional  and  business  model 
details  of  media  sites  which 
are  profiting  from  sales  of 
products  and  services.  It  also 
analyzes  the  methodology  of 
vendors  and  provides  insight 
into  how  archive  sales  and 
online  malls  v/ork 
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Online  Directories:  Pathwavs  to  Profit? 


...  an  extensive  look  at  online  Yellow 
Pages  and  City  Guides  both  from  tra¬ 
ditional  media  and  their  chief  competi¬ 
tors. 
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Focusing  on  tradition  and  competition, 
this  report  includes  new  proprietary 
research  on  advertiser  results  to  date; 
market-specific  tracking  data  on  various 
directories:  issues  of  “cannibalization” 
of  existing  advertisers  versus  develop¬ 
ment  of  new  advertisers  and  much 


more. 
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Torstar  offers 
$486M  for  Sun  Media 


Torstar  Corp.,  whose  Toronto  Star  is 
Canada’s  largest  daily,  has  made 
an  unsolicited  bid  to  buy  Sun 
Media,  the  nation’s  second-largest  news¬ 
paper  chain,  for  $486  million  ($748  mil¬ 
lion  Canadian).  The  price,  $16  a  share, 
represents  a  62%  premium  over  the  cur¬ 
rent  stock  value. 

Sun  rejected  the  bid  as  “opportunistic” 
and  below  the  company’s  true  value.  It 
hired  CIBC  Wood  Gundy  Securities  to 
advise  it  on  alternatives. 

The  cash-and-stock  offer  was  dis¬ 
closed  a  day  after  Conrad  Black,  whose 
Hollinger  and  Southam  groups  control 
42%  of  the  Canadian  newspaper  market, 
launched  a  national  daily. 

Torstar  is  seeking  the  racy  Toronto  Sun 
tabloid  and  14  other  dailies.  The  deal 
would  lift  Torstar’s  share  of  the  Canadian 
newspaper  market  to  26%  and  take  it 
overnight  from  a  single  paper  to  a  nation¬ 
al  presence. 


“It's  important  that  we  have  two  strong 
newspaper  chains  in  this  country,  and  this 
investment  will  ensure  that  there  are,” 
Torstar  CEO  David  Galloway  said. 
Galloway  said  the  tabloid  Sun,  known  for 
its  fleshy  Page  3  girls,  would  remain  edito¬ 
rially  independent  from  the  staid  broad¬ 
sheet  Star.  But  he  wants  to  cut  costs  by 
merging  some  business  operations  at  the 
two  Toronto  papers. 

Torstar  has  filed  for  approval  with 
Canada’s  Competition  Bureau.  Plans  call 
for  $600  million  (Canadian)  in  bank  debt, 
to  be  reduced  by  selling  off  its  education¬ 
al  publishing  unit. 

Galloway  said  he  had  held  recent  infor¬ 
mal  merger  talks  with  Sun  Media. 

Though  analysts  said  the  combination 
made  good  business  sense.  Sun  colum¬ 
nists  lost  no  time  piling  on.  “Hostile 
takeover  indeed.”  wrote  Gary  Dunford.  The 
idea  of  being  owned  by  the  Star,  he  added, 
“makes  dead  carp  smell  sweet.”  Hi 


Cigarette  maker 
eyed  media  buy 

More  proof  that  freedom  of  the  press 
belongs  to  those  who  own  one;  Philip 
Morris,  the  nation’s  large.st  cigarette 
maker,  was  urged  to  buy  a  newspaper 
chain  or  wire  service  to  puff  up  its  pro¬ 
smoking  message.  An  anonymous  1990 
company  memo  released  in  Minnesota’s 
suit  against  the  tobacco  giant  suggested 
winning  the  public  relations  battle  over 
smoking  by  buying  the  Knight  Bidder 
newspapers.  Other  possible  takeover  tar¬ 
gets:  Copley  News  Service,  United  Press 
International  and  Mortimer  Zuckerman’s 
media  holdings. 

Philip  Morris  spokeswoman  Peggy 
Roberts  told  the  Associated  Press  the 
memo  was  “some  stray  piece  of  paper,” 
adding  there  was  no  way  to  evaluate 
whether  it  was  genuine  or  a  Joke. 

Help  wanted  dips 

The  Conference  Board’s  index  of  help 
wanted  advertising  volume  at  51  major 
newspapers  dropped  2%  in  September. 
The  business  group’s  index  now  stands  at 
88.  “It  appears  that  all  the  speculation  of  a 
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Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


I 


10/28/98  10/21/98  10/28/97 


1 0/28/98  1 0/21  /98  1 0/28/97 


n 


A.H.  Belo  Corp.  (NY)+ 

17.813 

17.188 

23.313 

McClatchyCo.(NY) 

34.500 

32.000 

33.188 

American  Media  Inc.  (I\1Y) 

4.938 

4.875 

8.438 

Media  General  Inc.  (AM) 

44.750 

43.813 

40.438 

Central  Newspapers  Inc.  (NY) 

65.563 

65.750 

67.500 

;  New  York  Times  Co.  (NY)+++ 

26.313 

27.813 

26.875 

Dow  Jones  &  Co.  Inc.  (NY) 

44.938 

44.063 

47.688 

News  Corp.  Ltd. 

26.313 

25.125 

18.313 

E.W.  Scripps  Co.  (NY) 

44.063 

43.000 

41.563 

Pearson  Ltd. 

16.125 

15.250 

12.750 

Gannett  Co.  Inc.  (NY) 

60.625 

59.500 

53.250 

Pulitzer  Publishing  Co.  (NY) 

77.688 

70.000 

52.125 

Gray  Comm.  Sys.  (NY) 

16.875 

17.375 

17.167 

'  Quebecor  Inc.  Class  A 

19.125 

17.500 

22.125 

Harte-Hanks  Inc.  (NY)++ 

23.625 

23.125 

35.063 

Sun  Media  Corp.  (TSE)# 

9.800a 

9.800a 

N/A 

Hollinger  International  (NY) 

13.000 

13.688 

12.500 

Thomson  Corp.  (TSE) 

36.000a 

37.000a 

33.200a 

Journal  Register  Co.  (NY) 

15.875 

14.875 

17.188 

;  Times  Mirror  Co.  (NY) 

53.625 

53.875 

54.313 

Knight  Bidder  (NY) 

46.750 

43.000 

53.750 

1  Tribune  Co.  (NY)## 

55.500 

56.688 

54.750 

Lee  Enterprises  Inc.  (NY) 

26.688 

25.313 

27.438 

Washington  Post  Co.  (NY) 

513.188 

509.000 

434.938 

#  Initial  public  offering  completed  on  12/15/97 

+ 

Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

#  Adjusted  for  2-for-1  stock  split 

++ 

Adjusted  for  2-for-1  stock  split  as  of  3/16/98 

+++ 

Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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deterioration  in  labor  market  conditions  may  finally  be  develop¬ 
ing,”  said  economist  Ken  Goldstein.  “But  it  remains  to  be  seen  if 
a  new  trend  is  developing  or  if  September  was  merely  an  aber¬ 
ration.  A  few  blaring  headlines  notwithstanding,  there  is  no  evi¬ 
dence  that  layoffs  are  burgeoning.” 

More  3Q  results 

KNIGHT  BIDDER 

Third-quarter  net  income  at  the  nation’s  second-largest  news¬ 
paper  company  fell  23%  to  $56.9  million,  while  revenues  inched 
up  to  $752.7  million.  Excluding  one-time  items,  Knight  Bidder 
said  net  income  rose  25.4%  to  $61.4  million.  “We  promised  a 
strong  bottom-line  performance  this  year,”  CEO  Tony  Ridder 
said,  “and  we  are  going  to  deliver.”  The  company  projects  a  20% 
earnings  hike  for  the  year.  It  has  authorized  the  repurchase  of  up 
to  3.4  million  shares,  4%  of  its  stock. 

GRAY  COMMUNICATIONS 

Gray  Communications,  based  in  Albany,  Ga.,  reversed  a  1997 
loss  and  reported  $41.5  million  in  net  income  during  the  third 
quarter.  On  a  pro-forma  basis,  however,  the  company  lost  $2.5 
million.  Gray’s  newspapers  reported  cash  flow  advanced  40%  to 
$1.4  million  while  revenues  grew  18%  to  $7.4  million. 

JOURNAL  REGISTER 

Trenton,  N.J.-based  Journal  Register  Co.,  publisher  of  24 
dailies,  reported  $3.6  million  in  third-quarter  net  income,  a  67% 
drop,  while  revenues  advanced  27%  to  $1 14  million.  Excluding 
one-time  charges,  net  income  slipped  5%  to  $10.5  million  and 
EBITDA  (earnings  before  interest,  taxes,  depreciation  and  amor¬ 
tization)  rose  18%  to  $38.4  million. 

BELO 

Net  income  at  Dallas-based  A.H.  Belo  Corp.  declined  35%  to 
$9.7  million  as  revenues  advanced  4%  to  $332.6  million.  For  the 
company’s  newspapers,  earnings  dipped  almost  3%  to  $36.4 
million  while  revenues  notched  up  5%  to  $192  million.  CEO 
Robert  Decherd  attributed  the  earnings  decline  to  “a  continued 
slowdown  in  advertising  demand  at  the  Dallas  Morning  News.” 
Belo  said  the  cost  of  changing  presses  in  Dallas  will  cause  a  60- 
a-share  charge  against  earnings  in  the  fourth  quarter. 

WASHINGTON  POST 

Net  income  at  the  Washington  Post  Co.  advanced  14%  to 
$81.8  million  as  revenues  increased  6%  to  $509.3  million.  But, 
excluding  one-time  items,  third-quarter  earnings  dropped  8%  to 
$50.9  million.  Newspaper  revenues  increased  3%  during  the 
quarter.  The  company  said  the  cost  of  new  Washington  Post  pro¬ 
duction  facilities  raised  expenses. 

WSJ  slow,  Ottaway  stays 

In  a  meeting  with  Wall  Street  analysts,  Dow  Jones  &  Co.  CEO 
Peter  Kann  predicted  profit  growth  at  the  flagship  Wall  Street 
Journal  will  lag  behind  other  properties,  and  “roughly  half’  of 
profit  growth  over  the  next  three  years  will  derive  from  elec¬ 
tronic  publishing.  Kann  also  confirmed  that  the  company  con¬ 
sidered  selling  Ottaway  Newspapers,  with  19  community 
dailies,  before  deciding  “we  can  make  Ottaway  worth  more  than 
we  could  sell  it  for.”  Dow  Jones  predicts  10%  compound  growth 
over  the  long  term,  though  it  may  fall  short  next  year. 
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BSP  VIEWPOINT 


Fidel  says  no,  no,  no 
to  gringo  news  bureaus 

Even  at  the  age  of  72  —  with  his  beard  just  a  wispy  shadow  and  his  famously 
reedy  voice  drier  now  than  a  Marxist  economics  text  —  Fidel  Castro  is  still  a 
marathon  man. 

He  talked  for  more  than  six  hours  at  a  meeting  last  weekend  with  32  American  news¬ 
paper  editors  and  fielded  15  questions  (see  news  story,  p.  8).  One  “answer”  went  on  for 
55  minutes  and  “never  addressed  the  question  posed,”  the  Miami  Herald  reported. 

Of  course,  that  is  Fidel’s  famous  charm.  Without  the  gentle  voice  suddenly  soaring  in 
indignation,  without  the  chopping  hand  gestures,  without  the  wide-eyed  look  of  a 
schoolboy  unjustly  accused  of  taking  a  cookie,  Castro  would  be  just  another  over-the- 
hill  despot  imposing  misery  on  his  countrymen.  Castro  did  not  need  six  hours  to  com¬ 
municate  this  message:  No  to  independent  Cuban  journalism.  No  to  U.S.  newspaper  and 
wire  service  bureaus  in  Cuba. 

Ever  since  he  kicked  the  Associated  Press  off 
the  island  in  1969,  no  American  print  journalists 
have  been  allowed  to  a  permanent  Cuban  pres¬ 
ence. 

Last  year,  Castro  relented  a  bit  by  permitting 
Cable  News  Network  to  establish  a  bureau, 
apparently  because  of  his  friendship  with  Ted 
Turner.  But  Castro  told  the  American  Society  of 
Newspaper  Editors  not  to  hold  their  breath  wait¬ 
ing  for  a  newspaper  bureau. 

“We  have  had  a  lot  of  experience  with  journalists  who  are  biased,”  Castro  said, 
adding  that  he  would  look  more  favorably  on  the  matter  “if  I  were  certain  objective 
reporters  would  come  to  Cuba  and  not  be  biased  beforehand.” 

But  Castro’s  actions  constantly  demonstrate  that  the  last  thing  he  wants  is  “objective” 
news  reports  from  Cuba. 

In  recent  months,  in  fact,  he  has  actually  increased  State  Security  scrutiny  of  the 
courageous  independent  Cuban  journalists  who  battle  arrests,  pro-government  mobs 
and  interrupted  telephone  service  to  transmit  objective  news. 

Of  course,  Castro  has  proven  no  friend  of  even  the  controlled  press:  He  has  so 
thoroughly  wrecked  the  Cuban  economy  that  the  government’s  own  Granma  “daily” 
newspaper  cannot  afford  the  newsprint  to  publish  more  than  eight  pages  —  every  other 
day. 

ASNE  officials  say  they  think  they  got  their  message  across  to  Castro,  but  El  Cahallo 
(“The  Horse”)  —  as  his  subjects  sometimes  call  him  with  mixed  affection  and  loathing 
—  reminds  us  of  the  old  saw  that  a  fellow  isn’t  learning  anything  while  he’s  talking.  And 
as  the  ASNE  editors  know  firsthand,  Fidel  loves  to  talk. 
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“We  have  had  a  lot  of 
experience  with 
journalists  who 
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Editors  support 
Philly  AP  .  .  . 

I  admire  your  magazine  and  the 
upgrades  you  are  making  with  it.  I  do  not, 
though,  admire  the  hatchet  job  on  Linda 
Stowell  of  the  Philadelphia  Associated 
Press  bureau  (“Change  of  chiefs  rankles 
AP  Philly  staff,”  Oct.  3,  pp.  12, 61).  She  is 
doing  what  every  AP  bureau  chief  in  the 
country  should  be  doing:  asking  employ¬ 
ees  to  be  as  good  as  they  can  be. 

I’ve  been  handling  the  AP  wire  for  52 
years.  1  know  when  it’s  good  and  when  it’s 
bad.  What  this  Stowell  gal  is  doing  can 
only  make  the  report  better  for 
Pennsylvania  papers. 

Kelvin  Childs  describes  Stowell  as  an 
ambitious  manager.  I  believe  him.  The  AP 
could  use  a  few  more  like  her. 

George  Sample 
editor  &  publisher. 


found  her  to  be  completely  responsive  to 
the  needs  of  our  50,000-circulation  daily, 
not  pandering  to  big-city  members  who 
pay  much  higher  dues  than  we  do. 

The  bureau’s  story  count  is  higher,  the 
quality  of  copy  is  better,  and  members  get 
an  opportunity  to  showcase  some  of  their 
better  reporting  efforts  under  expanded 
enterprise  packages. 

Stowell  may  have  been  called  an 
“ambitious  manager”  by  a  few  malcon¬ 
tents.  But,  as  far  as  the  Tribune-Democrat 
is  concerned,  her  ambition  is  helping 
remake  AP  Pennsylvania  a  much  more 
professional  and  responsive  organization. 

David  M.  Levine 
editor, 

Tribune-Democrat, 
Johnstown,  Pa. 

No  sellout  in  Colo. 


Corry  Journal, 
Corry,  Pa. 

.  .  .  again 

As  editor  of  an  Associated  Press  mem¬ 
ber  newspaper  in  Pennsylvania,  1  am  sim¬ 
ply  delighted  by  the  energy,  productivity, 
variety  and  scope  evident  in  the  AP  state 
report  since  Linda  Stowell  arrived  on  the 
scene  in  December. 

Human  beings  resist  change:  If 
Mahatma  Gandhi  had  become  bureau 
chief  in  Philadelphia  after  George 
Zucker’s  long  and  stable  tenure,  the  holy 
man  himself  no  doubt  would  have  encoun¬ 
tered  resistance. 

This  too  shall  pass,  and  Judging  from 
Linda  Stowell’s  first  10  months, 
Pennsylvania  newspapers  and  our  readers 
will  be  well  served. 

James  C.  Kelvin 
editor, 

Pottsville  Republican, 
Pottsville,  Pa. 

. . .  and  again 

E&P's  usually  high  quality  of  reporting 
was  substandard  in  its  piece  on  manage¬ 
ment  changes  at  the  Associated  Press’ 
Philadelphia  Bureau. 

The  piece  depended  upon  anonymous 
sources.  That’s  not  fair  reporting  and  very 
surprising  for  a  publication  that  should  be 
the  industry’s  beacon. 

Frankly,  Stowell  and  I  have  had  our  dif¬ 
ferences.  But  the  bottom  line  is  that  I  have 


The  article  by  David  Noack  concerning 
the  Rocky  Mountain  News  and  its _pending 
agreement  with  the  Jefferson  County  pub¬ 
lic  schools  may  be  the  most  asinine  article 
you  have  ever  printed  (“Cutting  a 
$475,000  school  deal  in  Denver,”  Sept.  26, 
pp.  12,  68-69). 

And,  I  would  like  to  know  where  Bob 
Steele  has  had  his  head  buried  for  the  last 
several  years  when  he  states  “they  have  in 
a  sense  sold  the  service  of  the  newsroom 
to  the  people  that  the  paper  is  expected  to 
cover.”  A  contract  provision  states,  “This 
agreement  will  not  include  any  RMN  edi¬ 
torial  coverage  or  RMN  content  control. 
All  aspects  of  the  editorial  product  will  be 
governed  by  the  Editor,  and  this  agree¬ 
ment  will  give  no  special  considerations  to 
the  DISTRICT.” 

If  he  hasn’t  read  the  contract,  he 
shouldn’t  be  commenting  on  it.  He  obvi¬ 
ously  does  not  understand  our  industry.  I 
wonder,  has  he  ever  read  the  business  page 
where  we  on  a  daily  basis  cover  people 
who,  through  their  advertising,  pay  for  the 
salaries  of  our  Journalists? 

That  is  why  we  have  always  had  a  clear 
division  between  church  and  state,  or  the 
new.sroom  and  the  business  side.  I  don’t 
see  the  Rocky  Mountain  News  as  having  a 
business  relationship  with  the  Jefferson 
County  public  schools  being  any  different 
than  accepting  advertising  from  an  adver¬ 
tiser  who  we  cover  in  the  newspapers. 

Larry  D.  Strutton 
publisher. 
Rocky  Mountain  News, 
Denver 


from  Editor  &  Publisher,  October  30. 1948 

Daily  newspaper  support  in  the  presi¬ 
dential  campaign  still  favors  Republican 
Thomas  E.  Dewey  over  Democrat  Harry 
S.  Tmman  by  a  4-to-l  margin.  In  terms 
of  circulation,  newspaper  support  for 
Dewey  is  running  an  overwhelming 
8-to-l. 


The  Association  of  National  Advertis¬ 
ers  asked  newspapers  to  solve  the  prob¬ 
lem  of  rate  differentials  between  general 
(national)  and  retail  (local)  advertising 
space. 

An  ANA  survey  showed  national 
advertisers  paying  as  much  as  300% 
more  for  the  same  newspaper  ad  space, 
instigating  the  request  to  the  Newspaper 
Advertising  Executives  Association  for  a 
more  reasonable  differential  of  30%  — 
15%  for  agency  commission  and  15%  for 
selling. 
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BOSTON  GLOBE 

BRIAN  McGRORY,  36,  the  White 
House  columnist  at  the  Boston  Globe,  has 
been  named  metro  columnist. 

ADRIAN  WALKER,  36,  a  State- 
house  reporter,  was  appointed  metro  col¬ 
umnist. 

They  replace  Patricia  Smith  and  Mike 
Bamicle.  who  were  ousted  last  summer 
for  factual  lapses. 

COMMERCIAL  APPEAL 

.lANICE  EARHEART,  director  of 
finance  at  the  Knoxville  (Tenn.)  News- 
Sentinel,  has  been  named  controller  at  the 
Commercial  Appeal  in  Memphis. 

DULUTH  NEWS-TRIBUNE 

ROLAND  WEEKS  III,  retail  advertis¬ 
ing  manager  at  the  Sprini^ield  (Mo.) 
News-Leader,  has  joined  the  Duluth 
(Minn.)  News-Tribune  as  advertising 
director. 

HOUSTON  CHRONICLE 

STEVE  ,IP]TT()N,  metropolitan  editor 
at  the  Houston  Chronicle,  has  been  pro¬ 
moted  to  assistant  managing  editor. 


FRKAI)  KARHKART 

PARADE  COMMERCIAL 


APPEAL 


MAGNOLIA 

BANNER-NEWS 

MIKE  McNEILL,  executive  editor  at 
the  Minden  (La.)  Press-Herald,  has  been 
named  managing  editor  at  the  Magnolia 
(Ark.)  Banner-News. 

METRO  NEWS  SERVICE 

.lAMES  A.  CARRITHERS,  outside 
sales  manager  at  the  Denver  Post,  has 
Joined  the  Golden,  Colo.-based  Metro 
News  Service  as  account  manager. 

NEW  HAVEN  REGISTER 

TIMOTHY  M.  SOWECKE,  group 
publisher  of  the  San  Gabriel  Valley 
(Calif.)  Newspaper  Group,  a  MediaNews 
Group  subsidiary,  has  been  appointed 
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Community  Newspaper  Holdings,  Inc. 

has  agreed  to  trade 

Sawyer  County  (WI)  Record 
Spooner  (WI)  Advocate 

(10, 100  combined  weekly  circulation) 
to 

Murphy  McGinnis  Media 

In  exchange  for 

Coffeyville  (KS)  Journal  (5,000  dally  circulation) 
Poteau  (OK)  News  &  Sun  (3,600  dally  circulation) 

Pratt  (KS)  Tribune  (2,700  dally  circulation) 
and  3  weekly  newspapers  with  4,500  combined  weekly  circulation 


We  are  proud  to  have  Initiated  this  transaction  and  to  have 
represented  Community  Newspaper  Holdings,  Inc. 


Dirks,  Van  Essen  &  Associates 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.82O.27OO  FAX:  5O5.82O.29OO 

E-mail:  dirks.van.essen@internetmci.com  http://www.dirksvanessen.com 
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JETTON  RILEY 

HOUSTON  ROANOKE  TIMES 

CHRONICLE 


publisher  and  CEO  at  the  New  Haven 
(Conn.)  Register. 

PARADE 

AMY  FREAD,  creative  services 
director  at  Parade  magazine,  has  been 
promoted  to  vice  president  of  creative 
services  at  the  weekly  newspaper  maga¬ 
zine. 

PARAGOULD  DAILY  PRESS 

RICHARD  BRUMMETT,  editor  at 
the  weekly  Paragould! Northeast  Arkan¬ 
sas  Tribune,  has  been  named  editor  at  the 
Paragould  (Ark.)  Daily  Press,  where  he 
earlier  served  as  sports  editor. 

PHILADELPHIA 

NEWSPAPERS 

NANCY  STUSKI,  director  of  advertis¬ 
ing  and  sales  development  at  the 
Philadelphia  Daily  News,  has  added  the 
responsibility  of  retail  advertising  director 
at  the  Philadelphia  Inquirer  and 
Philadelphia  Online. 

HARVEY  HILL,  national  advertising 
director  at  Philadelphia  Newspapers  Inc., 
was  given  the  additional  responsibility  of 
sales  development. 

ROANOKE  TIMES 

MICHAEL  RILEY,  editorial  director 
for  Congressional  Quarterly  in 
Washington,  D.C.,  has  been  named  editor 
at  the  Roanoke  (Va.)  Times. 

THOMSON  CORP. 

DAVID  SHAFFER,  executive  vice 
president  and  a  director  of  Thomson 
Corp.,  headquartered  in  Toronto,  has  been 
promoted  to  chief  operating  officer. 

ROBERT  DALEO,  executive  vice 
president  of  business  operations  and  plan¬ 
ning,  was  named  chief  financial  officer. 
He  succeeds  Nigel  R.  Harrison,  who  con¬ 
tinues  as  a  consultant. 

TRIBUNE 

TERRY  COOMER,  circulation  direc¬ 
tor  at  the  Noblesville,  Ind.,  Daily  Ledger, 
has  been  named  circulation  director  at  the 
Seymour,  Ind.,  Tribune. 
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E(S?P  ADWARDS 


The  1998-1999  Freedom  Forum 
Journalists  in  Residence  are:  Jeffery 
Bartholet,  former  Newsweek  bureau  chief 
in  Nairobi,  Kenya,  will  teach  about 
reporting  in  Africa  at  the  University  of 
Califomia-Berkeley;  Carlos  Chamorro, 
former  editor  for  the  Nicaraguan  newspa¬ 
per,  Barricada,  will  teach  about  reporting 
in  Central  America  at  UC-Berkeley;  Peter 
Lord,  environmental  reporter  at  the 
Providence  Journal,  will  teach  a  seminar 
on  marine  and  environmental  reporting  at 
the  University  of  Rhode  Island:  George 
Ramos,  a  Pulitzer  Prize  winner  and  editor 
at  the  Los  Angeles  Times,  will  teach 
advanced  journalism  at  the  University  of 
Arizona;  Christopher  Ryan,  interactive 
technical  producer  at  the  Fort  Lauderdale 
Sun-Sentinel,  will  teach  new  media  at  the 
University  of  Kansas;  Pearl  Stewart,  for¬ 
mer  editor  at  the  Oakland  (Calif.) 
Tribune,  has  been  appointed  roving  Jour¬ 
nalist  in  residence  for  the  Black  College 
Communication  Association  and  will  be 
based  at  Xavier  University. 

The  Freedom  Forum  Journalism 
Administrator  of  the  Year  Award  goes  to 
Robert  M.  Ruggles,  dean  of  the  School  of 
Journalism,  Media  and  Graphic  Arts  at 
Florida  A&M  University.  The  medal  and 
$10,000  will  be  presented  Dec.  5  during 
the  meeting  of  the  Association  of  Schools 
of  Journalism  and  Mass  Communication 
in  San  Antonio,  Texas. 

The  Religion  Newswriters  Association, 
at  its  annual  banquet  in  Atlanta,  Ga.,  hon¬ 
ored  religion  coverage  by  handing  the 
Schachem  Award  for  top  religion  section 
to  the  Dallas  Morning  News  and  Atlanta 
Journal-Constitution,  which  tied  for  first 
place.  The  Templeton  Award  for  Religion 
Reporter  of  the  Year,  including  $3,500, 
went  to  Ann  Rodgers-Melnick  of  the 
Pittsburgh  Post-Gazette. 

Colby  College’s  46th  Annual  Lovejoy 
Award  goes  to  Ellen  Goodman,  syndicated 
columnist  and  associate  editor  at  the 
Boston  Globe,,  and  will  be  presented  at  a 
convocation  in  Waterville,  Maine,  Nov.  12. 

The  1998  John  Chancellor  Award  for 
Excellence  in  Journalism  has  been  given 
to  John  Kifner,  a  New  York  Times  Journal¬ 
ist.  The  Annenberg  Public  Policy  Center 
of  the  University  of  Pennsylvania, 
Washington,  D.C.,  awarded  him  the 
$25,000  prize  at  a  dinner  in  Philadelphia. 


HOWARD  BLOOMFIELD,  98,  a 
Journalist  and  writer  who  worked  at  the 
Brooklyn  Eagle,  New  York  World-Telegram, 
Los  Angeles  News  and  Miami  Herald, 
died  Oct.  18  of  pneumonia.  He  went  on  to 
write  short  fiction  for  magazines  such  as 
Colliers  and  the  Saturday  Evening  Post.  In 
the  1950s,  he  acquired  the  Easton  (Md.) 
Journal,  later  renamed  the  Midshore  Times. 

JOHN  J.  COOK,  76,  who  in  1948 
borrowed  $4,0(X)  and  founded  the  weekly 
Nomood  (Mass.)  Times  where  he  was 
editor  and  publisher,  died  Oct.  19  from 
complications  of  a  brain  tumor. 

JAMES  L.  FREEMAN,  89,  former 
managing  editor  at  United  Features 
Syndicate,  died  Oct.  12.  At  UFS,  he  dis¬ 
covered  “Peanuts”  creator  Charles  Schulz. 
“Jim  has  done  a  lot  for  me,”  Schulz  said. 
Freeman  retired  from  UFS  in  1974. 

CHRISTOPHER  GEORGES,  33,  a 
Wall  Street  Journal  Washington  corre¬ 


spondent,  died  Oct.  20  of  complications 
from  lupus.  He  Joined  the  paper  in  1994, 
and  it  nominated  his  three  front-page  arti¬ 
cles  on  the  1 996  welfare-reform  law  for  a 
Pulitzer  Prize. 

JOSE  ANTONIO  PINEDA  GREEN, 
a  reporter  for  the  Honduran  daily  La 
Tribuna,  died  Oct.  10.  He  was  a  founder 
of  the  National  Autonomous  University 
of  Honduras’  School  of  Journalism. 

MILDRED  TORRES  SOTO,  57, 
community  affairs  manager  at  the 
Hartford  Courant,  died  Oct.  25  after  a 
four-month  battle  with  cancer.  With  skills 
honed  as  a  Hispanic  community  leader, 
she  managed  the  corporate  donations. 

FRANCES  ROYSTER  WILLIAMS, 
98,  creator  of  the  syndicated  “Cuddles 
and  Tuckie”  cartoon  strip,  died  Oct.  19. 
The  strip  started  in  the  Kansas  City  Star 
in  1932  and  was  carried  in  50  other  U.S. 
and  foreign  newspapers. 


THE  TRUSTED  ADVISOR 


Veronis,  Suhler  and  Associates’  (VS&A)  extensive 
media  industry  knowledge,  financial  acumen, 
transaction  expiertise,  and  access  to  decision  makers 
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media  companies  worldwide. 

Veronis,  Suhler  assists  owners  of  newspapers  and 
other  media  companies  to  maximize  the  value  of  their 
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completed  more  than  400  communications  industry 
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billion  —  including  more  than  $950  million  in 
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Please  call  to  learn  more  about  VS&A’s  financial 
advisory  services  and  discuss  possible  initiatives  in 
complete  confidence. 
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KEVIN  M.  LAVALLA 
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COVER  STORY 


BY  ROBERT  NEUWIRTH 


Rays  of  hope 
for  newspapers’ 
advertising  wasteland 


If  high  readership 
and  long  shelf  life 
are  an  ad  salesperson’s 
dream,  why  are 
newspapers’  TV  books 
an  advertising 
nightmare? 

It  isn’t  television  that's  the  vast  waste¬ 
land  —  it’s  the  newspaper  industry’s 
weekly  TV  sections. 

Estimates  indicate  that  1,400  of 
America's  1 .500  dailies  publish  a  weekly 
section  devoted  to  television  listings. 
Most  distribute  them  on  Sundays,  but 
some  use  them  to  push  Friday  or  Saturday 
circulation.  For  decades  they’ve  been  loss 
leaders  —  colorful  items  newspapers 
knew  they  had  to  produce  to  drive  circu¬ 
lation.  but  which  produced  nothing  but 
red  ink. 

"The  readership  is  there,  no  question 
about  it.”  says  Sue  Beck,  vice  president/ 
administration  of  Houston-based  Print 
Marketing  Concepts,  a  major  packager 
and  producer  of  newspaper  TV  sections. 
"But  TV  magazines  seem  to  Just  fall 
through  the  cracks.” 

Surveys  show  that  TV  books  have 
some  seriously  good  demographics. 
Although  the  Newspaper  Association  of 
America,  the  industry’s  main  trade  orga¬ 
nization,  does  not  specifically  track  read¬ 
ership  of  television  sections,  the  compa¬ 
nies  that  produce  the  books  do  —  and 
their  statistics  tell  an  incredible  story. 
Better  than  eight  in  10  readers,  they  say, 
keep  the  TV  weekly  the  full  seven  days. 
And  readers  use  the  books,  too,  referring 


This  TV  book  from  the  Baltimore  Sun 
features  a  wrap  and  a  tabbed  insert. 

to  them  16-20  times  a  week,  on  average. 
What’s  more.  TV  books  bridge  gender  and 
generation  gaps  —  showing  strong  popu¬ 
larity  among  all  groups. 


And,  as  local  cable  systems  continue  to 
amass  more  channels,  newspaper  TV  list¬ 
ings  sections  are  bound  to  gain.  “In  1954, 
TV''  Guide  was  40  pages  and  had  every  sin¬ 
gle  channel  in  six  Northeastern  states, 
with  editorial  and  advertising,  too.”  says 
Bill  Callahan,  vice  president  of  TV  Data, 
of  Glens  Falls.  N.Y.  "TV  will  get  more 
complex  and  the  need  for  a  TV  book  is 
even  greater.  We  all  need  some  sort  of 
product  to  sort  through  the  morass.” 

So,  given  the  great  reader  profile  and 
huge  potential,  why  are  so  many  TV 
books  a  drain  on  earnings?  The  answer, 
say  those  who  deal  with  the  television 
books,  is  that  newspapers  have  been  slow 
to  understand  the  strengths  inherent  in 
their  TV  books  and  even  slower  in  under¬ 
standing  how  to  sell  them. 

“It’s  a  circulation  product  that’s  owned 
by  editorial  and  kind  of  forced  on  adver¬ 
tising,”  explains  Brian  Kennedy,  sales 
manager  for  the  48  newspaper  television 
books  produced  by  Treasure  Chest 
Advertising. 

Adds  Callahan,  “If  you  take  a  look  at 
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The  Los  Angeles  Times,  which  zones  its  TV  books  to  match  the  area’s  crowded  cable  market,  grabs  some  extra  real  estate 
volume  by  selling  an  inserted  pull-out  to  local  Realtors. 


the  workload  of  a  newspaper  advertising 
staff,  the  TV  book  is  one  of  about  50  to 
60  pieces  they  have  to  sell.  If  the  focus  is 
not  there,  the  TV  book  goes  to  the  back 
burner  —  no  question  about  that.’" 

A  downside  for  advertisers:  the  tradi¬ 
tional  TV  book  must  be  completed  one 
week  to  10  days  before  its  delivery  date. 
Advertisers  who  need  to  respond  quickly 
to  market  trends  may  not  find  it  a  good 
venue. 

But  newspapers  are  waking  up  to  the 
possibilities  of  their  TV  books. 

“1  believe  they  are  lost  opportunities 
for  newspapers,”  says  David  E. 
McCollum,  publisher  of  the  Las  Cruces 
(N.M.)  Sun-News.  “This  could  be  the 
quickest  way  to  drop  some  dollars  to  the 
bottom  line.  It’s  probably  the  strongest 
product  that  newspapers  have  to  sell 
against  yellow  pages.” 

McCollum  offers  a  small  paper  strate¬ 
gy.  He  doesn’t  see  the  Sun-Ne\i's  —  a 
22,000-circulation  daily  that  distributes 
its  TV  book  on  Fridays  —  getting  glossy 
national  ads.  Instead,  he  sees  his  TV 


The  TV  section  is  one 
of  the  most  popular, 
most  durable  items 
in  the  Sunday  paper. 

So  why  are  most  dailies 
losing  money  on  them? 

book  growing  through  cultivating  small 
local  advertisers.  He  suggests  he  can 
grow  revenues  by  using  a  service  directo¬ 
ry  formula,  devoting  pages  to  home 
improvement  firms  and  personal  injury 
attorneys,  among  other  categories.  And 
he  offers  a  vision  of  the  sales  strategy: 
“Simply  go  through  the  phone  book, 
identify  some  people  who  are  not  running 
with  you,  and  go  sell.” 

He’s  quick  to  concede,  however,  that 
his  idea  is  not  yet  a  reality:  as  at  many 


newspapers,  the  TV  book  still  takes  a 
back  seat  to  other  editorial  and  advertis¬ 
ing  strategies. 

But  here’s  the  bottom  line:  Once  a 
newspaper  focuses  on  the  television  book, 
it  can  grow  revenues.  While  the  TV 
book’s  rate  structure  is  generally  quite  a 
bit  lower  than  run-of-press  advertising, 
aggressive  marketing  can  bring  in  signifi¬ 
cant  money.  “We  can  definitely  impact 
the  bottom  line,”  says  PMC’s  Beck.  “We 
can  bring  dollars  to  the  newspaper  that 
are  not  there  now.” 

STANDARDIZATION 

For  decades,  the  nation’s  newspapers 
offered  a  diverse  array  of  television  sec¬ 
tions.  While  this  may  have  been  cost  effi¬ 
cient  for  the  papers,  it  didn’t  work  well 
for  national  advertisers.  For  instance,  if  a 
network  wanted  to  promote  a  show  in  30 
newspapers  around  the  country,  it  had  to 
strike  30  separate  deals  and  provide  30 
different-sized  pieces  of  art.  This  skewed 
the  economics,  making  it  prohibitively 
expensive  to  advertise. 
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The  look  inside:  The  Philadelphia 
Inquirer’s  New  Jersey  TV  book  offers  a 
small  insert  at  its  heart  from  an 
insurance  company. 


“They've  got  to  be  the  same  size,  the 
same  format,”  says  Dick  Carpenter,  a  for¬ 
mer  top  business  executive  with  the  now- 
defunct  Philadelphia  Bulletin  and  the  San 
Francisco  Newspaper  Agency. 

Ten  years  ago.  Tribune  Media  Services, 
a  subsidiary  of  the  company  that  owns  the 
Chicago  Tribune  and  Fort  Lauderdale, 
Fla.,  Sun-Sentinel,  standardized  the  for¬ 
mat  of  the  TV  books  it  produces.  Today, 
the  company  offers  a  one-order,  one-buy 
system,  where  the  networks  minimize 
paperwork  while  maximizing  reach  (TV 
Week  network  boasts  a  44%  penetration 
rate  in  the  top  .SO  television  markets  eval¬ 
uated  by  the  Nielsen  ratings  service).  The 
ads  —  available  in  five  standard  sizes  — 
are  transmitted  digitally  to  each  paper  in 
the  network. 

“What  makes  our  network  work  is  that 
we  are  advertiser  driven,"  says  director  of 
advertising  Rick  Gables.  “We’ve  done 
nothing  in  10  years  that  wasn't  what  the 
advertisers  wanted.” 


Television  book  success  stories 


►  Two  years  ago,  the  Lawrence,  Kan.,  Journal-World 
revamped  its  money-losing  weekly  TV  book,  striking  a 
deal  with  Print  Marketing  Concepts  to  produce  the  book 
and  help  with  advertising  sales.  This  year,  the  36-page  TV 
book,  which  is  distributed  with  the  19,500-circulation 
Saturday  paper,  is  on  track  to  earn  a  tidy  $26,000.  The 
paper  reports  that  the  revamped  TV  book  has  increased 
Saturday  sales  by  approximately  500  copies,  or  2.6%. 

The  paper  is  looking  to  improve  that  bottom-line  fig¬ 
ure,  says  advertising  director  Tom  Fisher.  First  it  tried 
some  half-page  wraps  (items  stapled  into  the  bottom  half 
of  the  book  and  draped  across  the  cover)  for  pizza  places, 
but  discovered  that  those  ads  didn’t  do  well.  Fisher  is  cur¬ 
rently  mulling  a  four-page  wrap  that  would  completely 
cover  the  TV  book. 

But  Fisher  offers  a  cautionary  tale  about  his  first 
attempts  to  remake  the  TV  book.  The  paper  had  to  cut 
eight  pages  from  the  old  format.  And  it  made  the  rash 
decision  to  jettison  a  syndicated  soap  opera  column. 

“That  was  definitely  not  the  thing  to  do,”  Fisher  said. 
“We  got  inundated  with  phone  calls  and  letters.”  Needless 
to  say,  the  paper  quickly  restored  the  column. 

►  The  Meriden,  Conn.,  Record-Journal  has  powered  its 
television  book  to  profitability  through  an  innovative 
marketing  arrangement  with  the  local  cable  television 
company. 

In  a  multiyear  deal,  Cox  Communications,  which  owns 
the  local  cable  system,  has  contracted  with  the  Meriden 
paper  to  turn  its  television  book  into  Cox’s  regional  cable 
guide.  The  88-page  section  —  available  exclusively 
through  the  Sunday  paper  —  is  co-branded  on  the  top  of 


the  front  page. 

“It’s  the  most  successful  book  in  the  Northeast,  in  my 
humble  opinion,”  says  business  development  vice  presi¬ 
dent  Michael  F.  Killian.  “Because  of  the  Cox  deal,  it  is 
more  than  marginally  profitable.” 

►  The  Record-Journal  sells  out  250  inches  of  advertising 
in  the  book,  helped  in  part  by  a  novel  advertising  strate¬ 
gy.  Most  newspapers  place  advertisements  at  the  bottom 
of  each  paper  in  the  television  book.  Not  so,  in  Meriden. 
It  positions  its  ads  in  the  middle  of  the  page,  giving  them 
more  prominence,  which  keeps  advertisers  happy. 

And,  to  keep  expenses  down,  the  paper  produces  and 
prints  the  book  in-house.  “It’s  very  cost-effective,”  Killian 
says. 

►  The  New’  York  Times  has  some  strict  limitations  on  its 
television  book.  “We  have  a  policy  that  is  largely  dictated 
by  our  news  department  that  the  wraps  would  be  televi¬ 
sion-related,  because  we  do  not  run  ads  around  any  of  our 
other  .sections,”  says  Bob  Czufin,  managing  director  of 
media  advertising. 

Nonetheless,  he  concedes,  the  policy  is  under  review, 
because  his  staffers  would  like  to  generate  revenue  by 
selling  wraps  to  some  other  high-end  advertisers,  particu¬ 
larly  high-tech  and  financial  service  firms.  Inside  the 
book,  the  company  has  added  to  revenues  with  ads  from 
Sears  and  direct-respon.se  advertising  from  New  York 
University. 

“I  would  think  that  kind  of  business  would  grow,” 
Czufin  says,  noting  that  the  Times'  TV  book  is  not  yet 
profitable,  but  that  it  has  had  double-digit  yearly  growth 
in  advertising  revenue  for  the  past  six  years.  HI 
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A  national  network  of  advertisers 


At  least  one  firm  now  thinks  its 
newspaper  TV  books  can  go 
head  to  head  with  TV  Guide,  the 
glossy  weekly  that’s  chock  full  of 
national  brand  advertising. 

Treasure  Chest  Advertising,  a 
subsidiary  of  Big  Flower  Holdings, 
has  set  up  a  small  national  sales 
team  to  market  the  48  newspaper 
television  books  the  firm  produces 
as  a  joint  buy  to  national  and  region¬ 
al  advertisers. 

“We  felt  that  TV  magazines  were 
probably  under-marketed  by  a  lot  of 
newspapers,”  says  Larry  SantiUo, 
TC’s  vice  president  for  sales. 

Initially,  TC  put  together  a  group 
of  newspapers  on  the  West  Coast 
and  sold  ads  to  regional  advertisers. 


Jiffy  Lube,  which  had  not  previous¬ 
ly  advertised  in  any  newspaper,  was 
one  of  the  first  to  sign  up. 

The  company  has  since  expanded 
its  sales  efforts.  In  September, 
Vartec  Telecom,  one  of  the  increas¬ 
ing  number  of  dime-a-minute  long¬ 
distance  services,  bought  a  wrap 
that  appears  on  the  TV  books  at  36 
of  TC’s  newspaper  clients.  With  one 
buy,  Vartec  reached  15  million 
homes. 

But  the  company  isn’t  revealing 
exact  numbers  about  its  advertising 
efforts. 

“The  newspaper  gets  most  of  the 
profits,”  says  Brian  Kennedy,  who 
heads  the  sales  effort  for  the  compa¬ 
ny.  “We  benefit  from  the  value 


added.  The  principle  thing  is  to  give 
the  newspaper  the  money” 

TC’s  plan  is  in  its  infancy  and 
business  is  growing  slowly,  in  part 
because  newspapers  are  loath  to 
hand  off  advertising  sales  to  a  com¬ 
pany  that  does  not  have  a  track 
record  in  the  industry. 

“In  the  West,  there’s  a  high 
degree  of  acceptance,”  Kennedy 
says.  “The  eastern  papers  may  not 
ftilly  accept  this  yet.” 

But  he  has  high  hopes  for  the  pro¬ 
gram.  “From  fast  food  to  automotive 
to  video  promoters  to  retail  outlets,  I 
think  all  of  these  people  could  be 
using  this.  We  have  proved  out  very 
quickly  that  there’s  a  market  for 
this.”  Hi 


TUNE-IN  OR  NOT  TUNE-IN 

TMS  has  successfully  used  standard¬ 
ization  to  increase  national  network  and 
cable  advertising.  But  the  company  shuns 
any  other  kinds  of  advertising. 

“We  just  do  tune-ins,”  Gables  says, 
referring  to  advertising  for  television 
shows  and  networks.  Other  advertisers  — 
for  consumer  electronics,  snack  and  junk 
food,  beverages,  for  instance,  all  cate¬ 
gories  which  have  natural  connections  to 
television  —  “belong  in  ROP,”  he  said. 

The  fear  is.  Gables  says,  that  the  TV 
book  might  cannibalize  ROP,  as  the  lower 
rates  of  the  TV  books  might  lure  advertis¬ 
ers  away  from  the  daily  pages. 

Not  everyone  agrees. 

“Of  course,  the  first  and  best  dollar 
is  in  ROP,”  says  Robin  Good,  PMC’s 
senior  vice  president  of  sales.  “But  the 
second-best  dollar  is  in  the  television 
magazine.” 

She  says  the  trick  to  selling  ads  in  TV 
books  is  to  understand  that  they’re  differ¬ 
ent  than  ROP.  In-paper  advertising  is  usu¬ 
ally  one-ad,  one-buy.  But  in  the  TV  sec¬ 
tion,  advertisers  usually  purchase  long¬ 
term  runs  of  26  or  52  weeks,  but  can 
change  their  ad  copy  with  every  issue. 

Her  group  works  in  partnership  with 
each  local  paper  in  its  network,  sending 
out  sales  reps  to  work  with  local  advertis¬ 
ing  staffers  to  sell  the  TV  books  to  local 
advertisers. 

“There’s  not  a  national  ad  in  it,”  says 
Bob  Vickrey,  vice  president  for  sales  and 
marketing  of  the  19,000-circulation  La 
Salle,  111.,  News-Trihune,  of  his  paper’s 
32-page  TV  book.  “We  sell  300  inches  of 
local  advertising.” 
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Top  market 
penetration  rates: 
TV  Week  vs.  TV  Guide 


TV  Week 


TV  Guide 


Readers  who  keep  the  TV 
book  for  a  full  seven  days 


93% 


women 


Number  of  times  per  week 
the  average  reader  consults 
a  newspaper  TV  section 
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Steven  Huntilnui^e  Bank 


Vickrey’s  is  a  small-town  success  story. 
A  decade  ago,  his  TV  book  was  a  sink¬ 
hole,  draining  $40,000  a  year  from  the 
paper’s  coffers.  But.  working  with  sales 


representatives  from  PMC,  he  has  turned 
that  around.  “We’ve  had  good  luck  with 
home  improvement  companies,  pizza 
coupons,  services  like  carpet  cleaning.  A 
lot  of  the  ads  are  small.  They’re  slanted 
toward  service,  to  people  who  need  to 
make  the  phone  ring  to  grow  their  busi¬ 
ness  as  opposed  to  people  who  need  to 
make  people  walk  through  the  door.” 

Vickrey  will  not  reveal  what  the  News- 
Trihune  makes  on  its  revamped  TV  book, 
but  he  does  say  the  book  has  been  in  the 
black  for  eight  years. 

Vickrey  says  he  has  accomplished  this 
without  any  switch  business.  “We  would 
not  suggest  it  for  someone  to  be  their 
only  media  buy,”  says  Vickrey.  “We  sell 
this  as  media  mix.  It  tends  to  be  a  part  of 
their  base  advertising  and  they  still  buy 
ROP.” 

“I’m  very  sensitive  to  switch  business.” 
says  TV  Data’s  Callahan,  “but  if  you  have 
the  proper  sales  approach  and  the  proper 
focus,  cannibalization  can  be  avoided.” 

Another  strategy  that  brings  in  new 
advertisers,  increases  revenues,  and  mini¬ 
mizes  switch  business  is  the  use  of  wraps 
and  inserts. 

Firestone  tires  and  Stanley  Steamer  car¬ 
pet  cleaners  are  some  of  the  companies 
that  push  their  services  through  buying 
outsorts  —  wraps  that  are  stitched  into  the 
Sunday  television  books. 

Newspapers  like  the  wraps  because 
they  can  get  better  rates  for  ads  that  fall 
across  the  cover. 

Companies  like  them  because  — 
through  judicious  couponing  and  strong 
positioning  —  they  can  make  the  phone 
ring.  Hi 
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The  look  inside:  The  Philadelphia 
Inquirer’s  New  Jersey  TV  book  offers  a 
small  insert  at  its  heart  from  an 
insurance  company. 

■‘Thc> 've  got  to  bo  the  same  si/o.  tlio 
same  rorniat."  says  Dick  Carpenter,  a  I'or- 
mer  top  business  executive  with  the  now- 
delunet  Phikulclphia  HuHctin  and  the  .San 
Francisco  New  spaper  Agency. 

Ten  years  ago.  rrihune  Media  Ser\  ices, 
a  suhsidiarx  ol  the  company  tltat  ov\  ns  tlie 
Cliicii^o  Trihiinc  and  Fort  l.auderdale. 
Fla..  Siin-Scniiiicl.  standardized  tlie  I'or- 
mat  ol  tlie  TV  books  it  produces.  Today, 
the  company  olTers  a  one-order,  one-buy 
system,  where  the  networks  minimize 
paperwork  while  maximizing  reach  (TV 
Week  network  boasts  a  44'v  penetration 
rate  in  the  top  .SO  television  markets  eval¬ 
uated  by  the  Nielsen  ratings  service).  The 
ads  —  available  in  live  standard  sizes  — 
are  transmitted  digitally  to  each  paper  in 
the  network. 

"What  makes  our  network  work  is  that 
we  are  advertiser  driven."  sa\s  director  of 
advertising  Rick  Ciables.  "We've  ilone 
nothing  in  10  years  that  wasn't  what  the 
advertisers  wanted." 


Television  book  success  stories 


Two  years  ago,  the  Lawrence,  Kan.,  Journal-World 
revamped  its  money-losing  weekly  TV  book,  striking  a 
deal  with  Print  Marketing  Concepts  to  produce  the  book 
and  help  with  advertising  sales.  This  year,  the  .16-page  TV 
book,  which  is  distributed  with  the  19,500-circulation 
Saturday  paper,  is  on  track  to  earn  a  tidy  $26,000.  The 
paper  reports  that  the  revamped  TV  book  has  increased 
Saturday  sales  by  approximately  500  copies,  or  2.6%. 

The  paper  is  looking  to  improve  that  bottom-line  fig¬ 
ure,  says  advertising  director  Tom  Fisher.  First  it  tried 
some  half-page  wraps  ( items  stapled  into  the  bottom  half 
of  the  book  and  draped  across  the  cover)  for  pizza  places, 
but  discovered  that  those  ads  didn't  do  well.  Fisher  is  cur¬ 
rently  mulling  a  four-page  wrap  that  would  completely 
cover  the  TV  book. 

But  Fisher  offers  a  cautionary  tale  about  his  first 
attempts  to  remake  the  TV  book.  The  paper  had  to  cut 
eight  pages  from  the  old  format.  And  it  made  the  rash 
decision  to  jettison  a  syndicated  soap  opera  column. 

"That  was  definitely  not  the  thing  to  do,"  Fisher  said. 
"We  got  inundated  with  phone  calls  and  letters.”  Needless 
to  say,  the  paper  quickly  restored  the  column. 

The  Meriden,  Conn.,  Record-Journal  has  powered  its 
television  book  to  profitability  through  an  innovative 
marketing  arrangement  with  the  local  cable  television 
company. 

In  a  multiyear  deal,  Cox  Communications,  which  owns 
the  local  cable  system,  has  contracted  with  the  Meriden 
paper  to  turn  its  television  book  into  Cox’s  regional  cable 
guide.  The  88-page  section  —  available  exclusively 
through  the  Sunday  paper  —  is  co-branded  on  the  top  of 


the  front  page. 

"It’s  the  most  successful  book  in  the  Northeast,  in  my 
humble  opinion."  says  business  development  vice  presi¬ 
dent  Michael  F.  Killian.  "Because  of  the  Cox  deal,  it  is 
more  than  marginally  profitable." 

The  Record-Journal  sells  out  250  inches  of  advertising 
in  the  book,  helped  in  part  by  a  novel  advertising  strate¬ 
gy.  Most  newspapers  place  advertisements  at  the  bottom 
of  each  paper  in  the  television  book.  Not  so.  in  Meriden. 
It  positions  its  ads  in  the  middle  of  the  page,  giving  them 
more  prominence,  which  keeps  advertisers  happy. 

And.  to  keep  expenses  down,  the  paper  produces  and 
prints  the  book  in-house.  "It’s  very  cost-effective,”  Killian 
says. 

The  New  York  Times  has  some  strict  limitations  on  its 
television  book.  "We  have  a  policy  that  is  largely  dictated 
by  our  news  department  that  the  wraps  would  be  televi¬ 
sion-related,  because  we  do  not  run  ads  around  any  of  our 
other  sections,"  says  Bob  Czufin,  managing  director  of 
media  advertising. 

Nonetheless,  he  concedes,  the  policy  is  under  review, 
because  his  staffers  would  like  to  generate  revenue  by 
selling  wraps  to  some  other  high-end  advertisers,  particu¬ 
larly  high-tech  and  financial  service  firms.  Inside  the 
book,  the  company  has  added  to  revenues  with  ads  from 
Sears  and  direct-response  advertising  from  New  York 
University. 

“I  would  think  that  kind  of  business  would  grow,” 
Czufin  says,  noting  that  the  Times'  TV  book  is  not  yet 
profitable,  but  that  it  has  had  double-digit  yearly  growth 
in  advertising  revenue  for  the  past  six  years.  ESP 
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At  least  one  firm  now  thinks  its 
newspaper  TV  books  can  go 
head  to  head  with  TY  Guide,  the 
glossy  weekly  that’s  chock  full  of 
national  brand  advertising. 

Treasure  Chest  Advertising,  a 
subsidiary  of  Big  Flower  Holdings, 
has  set  up  a  small  national  sales 
team  to  market  the  48  newspaper 
television  books  the  firm  produces 
as  a  joint  buy  to  national  and  region¬ 
al  advertisers. 

“We  felt  that  TV  magazines  were 
probably  under-marketed  by  a  lot  of 
newspapers.”  says  Larry  Santillo, 
TC’s  vice  president  for  sales. 

Initially,  TC  put  together  a  group 
of  newspapers  on  the  West  Coast 
and  sold  ads  to  regional  advertisers. 


Jiffy  Lube,  which  had  not  previous¬ 
ly  advertised  in  any  newspaper,  was 
one  of  the  first  to  sign  up. 

The  company  has  since  expanded 
its  sales  efforts.  In  September, 
Vartec  Telecom,  one  of  the  increas¬ 
ing  number  of  dime-a-minute  long¬ 
distance  services,  bought  a  wrap 
that  appears  on  the  TV  books  at  36 
of  TC’s  newspaper  clients.  With  one 
buy,  Vartec  reached  15  million 
homes. 

But  the  company  isn’t  revealing 
exact  numbers  about  its  advertising 
efforts. 

“The  newspaper  gets  most  of  the 
profits,”  says  Brian  Kennedy,  who 
heads  the  sales  effort  for  the  compa¬ 
ny.  “We  benefit  from  the  value 


TUNE-IN  OR  NOT  TUNE-IN 

TMS  has  successfully  used  standard¬ 
ization  to  increase  national  network  and 
cable  advertising.  But  the  company  shuns 
any  other  kinds  of  advertising. 

"We  Just  do  tune-ins,"  Gables  says, 
referring  to  advertising  for  television 
shows  and  networks.  Other  advertisers  — 
for  consumer  electronics,  snack  and  Junk 
food,  beverages,  for  instance,  all  cate¬ 
gories  which  have  natural  connections  to 
television  —  "belong  in  ROP."  he  said. 

The  fear  is.  Gables  says,  that  the  TV 
book  might  cannibalize  ROP,  as  the  lower 
rates  of  the  TV  books  might  lure  advertis¬ 
ers  away  from  the  daily  pages. 

Not  everyone  agrees. 

"Of  course,  the  first  and  best  dollar 
is  in  ROP,"  says  Robin  Good,  PMC's 
senior  vice  president  of  sales.  "But  the 
second-best  dollar  is  in  the  television 
magazine." 

She  says  the  trick  to  selling  ads  in  TV 
books  is  to  understand  that  they're  differ¬ 
ent  than  ROP.  In-paper  advertising  is  usu¬ 
ally  one-ad.  one-buy.  But  in  the  TV  sec¬ 
tion,  advertisers  usually  purchase  long¬ 
term  runs  of  26  or  52  weeks,  but  can 
change  their  ad  copy  with  every  issue. 

Her  group  works  in  partnership  with 
each  local  paper  in  its  network,  sending 
out  sales  reps  to  wiirk  w  ith  local  advertis¬ 
ing  staffers  to  sell  the  TV  books  to  local 
advertisers. 

"There's  not  a  national  ad  in  it."  says 
Bob  Vickrey,  vice  president  for  sales  and 
marketing  of  the  19.()()()-circulation  La 
Salle.  111.,  News-rrihiinc.  of  his  paper's 
32-page  TV  book.  "We  sell  300  inches  of 
local  advertising." 


Top  market 
penetration  rates: 

TV  Week  vs.  TV  Guide 

(49%)  TV  Week  ( 16%)  TV  Guide 

Number  of  times  per  week 
the  average  reader  consults 
a  newspaper  TV  section 
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added.  The  principle  thing  is  to  give 
the  newspaper  the  money.” 

TC’s  plan  is  in  its  infancy  and 
business  is  growing  slowly,  in  part 
becau.se  newspapers  are  loath  to 
hand  off  advertising  sales  to  a  com¬ 
pany  that  does  not  have  a  track 
record  in  the  industry. 

“In  the  West,  there’s  a  high 
degree  of  acceptance,”  Kennedy 
says.  “The  eastern  papers  may  not 
fully  accept  this  yet.” 

But  he  has  high  hopes  for  the  pro¬ 
gram.  “From  fast  food  to  automotive 
to  video  promoters  to  retail  outlets.  I 
think  all  of  these  people  could  be 
using  this.  We  have  proved  out  very 
quickly  that  there’s  a  market  for 
this.”  B4P 


Sources:  Tribune  Media  Services.  TC 
Advertising.  Print  Marketing  Concepts 


Sn  vfH  Hum  Hauk 

Vickrey's  is  a  small-town  success  story. 
A  decade  ago,  his  TV  bottk  was  a  sink¬ 
hole.  draining  S4().()()()  a  year  from  the 
paper's  coffers.  But.  working  with  sales 


representatives  from  PMC.  he  has  turned 
that  around.  “We've  had  good  luck  with 
home  improvement  companies,  pizza 
coupons,  services  like  carpet  cleaning.  ,A 
lot  of  the  ads  are  small.  They're  slanted 
toward  service,  to  people  who  need  to 
make  the  phone  ring  to  grow  their  busi¬ 
ness  as  opposed  to  people  who  need  to 
make  people  walk  through  the  door." 

Vickrey  w  ill  not  reveal  what  the  News- 
Trilmne  makes  on  its  revamped  TV  book, 
but  he  does  say  the  book  has  been  in  the 
black  for  eight  years. 

Vickrey  says  he  has  accomplished  this 
without  any  switch  business.  "We  would 
not  suggest  it  for  someone  to  be  their 
only  media  buy."  says  Vickrey.  "We  sell 
this  as  media  mix.  It  tends  to  be  a  part  of 
their  base  advertising  and  they  still  buy 
ROP." 

"I'm  very  sensitive  to  switch  business." 
says  TV  Data's  Callahan,  "but  if  you  have 
the  proper  sales  approach  and  the  proper 
focus,  cannibalization  can  be  avoided." 

Another  strategy  that  brings  in  new 
advertisers,  increases  revenues,  and  mini¬ 
mizes  switch  business  is  the  use  of  wraps 
and  inserts. 

Firestone  tires  and  .Stanley  Steamer  car¬ 
pet  cleaners  are  some  of  the  companies 
that  push  their  services  through  buying 
outserts  —  wraps  that  are  stitched  into  the 
Sunday  telev  isit»n  btvoks. 

Newspapers  like  the  wraps  because 
they  can  get  better  rates  for  ads  that  fall 
across  the  cvner. 

Companies  like  them  because  — 
through  Judicious  couponing  and  strong 
positioning  —  they  can  make  the  phone 
rinu.  ESP 
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WEDDING  CIRCUIT 


BY  SI  LIBERMAN 


The  Times  Wedding  Maven 

Have  wedding,  she’ll  travel,  near  and  far  for  wedding  news  and  views 


Covering  weddings  week  in  and 
week  out  is  no  piece  of  cake,  says 
Lois  Smith  Brady  whose  “Vows” 
column  anchors  the  Sunday  Style  section 
of  the  New  York  Times.  Fact  is.  she  rarely 
has  the  time  or  appetite  to  partake  of  the 
goodies  guests  enjoy. 

Brady,  a  University  of  Pennsylvania 
alumna  who  studied  creative  writing  at 
Stanford,  has  attended  and  written  about 
300  weddings  since  accepting  the  Times 
freelance  assignment  in  1992.  Relying 
heavily  on  anecdotes  from  guests  and  rel¬ 
atives.  her  stories  tell  how  the  bride  and 
groom  met  and  describe  their  personalities 
and  unusual  aspects  of  the  ceremony. 

Usually  she  shows  up  wearing  one  of 
the  eight  pantsuits  she  owns  —  five  blue, 
two  khaki  and  a  new  silver-gray  one  —  all 
designer  knockoffs. 

“Early  on  I  wore  a  bright  purple  suit 


ASNE  WINNERS 
TELL  THE  REST 
OF  THE  STORY 

Good  writers  may  be  born... 

But  winners  of  this 
year's  American  Society 
of  Newspaper  Editors 
Distinguished  Writing 
Awards  speak  up  for 
hard  work  and  devotion 
to  craft  in  Best  News¬ 
paper  Writing  1998. 
Their  lessons  of  good  re¬ 
porting  and  writing  are 
shared  in  this  valuable 
400-page  book.  Win¬ 
ning  entries,  interviews 
with  the  authors,  and  details  of  their  writing 
techniques  hold  timely  lessons  for  journalists. 

“This  20th  edition  of  Best  Newspaper  Writing 
remains  committed  to  the  idea  that  writing  is  a 
craft  whose  lessons  can  be  shared,  described, 
and,  with  time  and  diligence,  mastered,"  says 
editor  Christopher  Scanlan. 

Send  check  for  $12,95  +  $3  S&H  (U.S.  orders), 
Fla.  residents  add  7%  state  sales  tax.  Purchase 
orders  accepted.  Expedited  shipping,  foreign, 
and  credit  card  orders  by  phone,  fax,  or  online. 

The  Poynter  Institute 
801  Third  Street  South 
St.  Petersburg,  FL  33701-4920 
Phone:  (727)  821-9494 
www.poynter.org 


with  a  short  skirt,  tight  bodice  and  very 
high  heels,”  she  recalls.  “1  felt  very 
uncomfortable  the  way  they  looked  at  me. 
That  outfit  never  saw  another  wedding.  I 
try  to  blend  into  the  woodwork  with  my 
big  pad.” 

The  part-time  Job 
takes  up  the  better  part 
of  four  days  a  week.  It 
requires  finding, 
checking  out  and 
tracking  down  an  inter¬ 
esting  couple  and/or 
their  parents,  then  trav¬ 
el  to  weddings  from 
coast  to  coast,  but 
mostly  close  to  New 
York. 

She  spends  Mon¬ 
days  and  Tuesdays 
writing  and  rewriting 
and  files  electronically 
Tuesday  night  from 
her  home  in  Bridgehampton,  on  Long 
Island.  “And  there's  a  horrible  amount  of 
mail,  faxes  and  phone  calls  to  deal  with,” 
Brady  adds. 

Payment?  “Embarrassing.  ...  I  pay  my 
baby  sitter  with  the  money”  is  how  the  39- 
year-old  mother  of  a  3-year-old  boy  put  it. 
“I  have  to  buy  my  own  research  material 
and  supplies,  too.”  But  there  are  dividends 
from  her  blossoming  reputation  as  a  wed¬ 
ding  maven  —  two  book  deals,  assign¬ 
ments  from  Cosmopolitan,  Glamour  and 
Mademoiselle  magazines,  and  speaking 
engagements  —  not  to  mention  an  occa¬ 
sional  bouquet  or  bottle  of  champagne 
from  pleased  subjects  of  her  stories. 

Brady’s  first  book.  Vow.v.'  Weddings  of 
the  Nineties  from  the  New  York  Times 
(William  Morrow  &  Co.)  is  a  collection  of 
nearly  100  columns,  with  photos  by  Times 
photographer  Edward  Keating.  In  Love 
Lessons  (Simon  &  Schuster),  due  next 
May,  she  expounds  on  her  1 5  best  stories 
and  the  lessons  about  love  she  learned 
from  them. 

Mostly,  “Vows”  spotlights  nontradi- 
tional  ceremonies  like  the  one  in  a  weath¬ 
ered  fishing  shack,  or  another  on  the  ski 
slopes  in  Utah,  or  about  the  newlyweds 
who  met  on  the  Internet.  Not  all  work  out 
as  planned,  though. 

“There  was  a  folk-singer  bride  who 


called,  telling  me  about  the  Bohemian 
crowd  coming  to  her  East  Greenwich  Vil¬ 
lage  wedding.  Turned  out  to  be  the  most 
mundane  crowd  you  could  imagine.  I 
struggled  to  write  the  couple's  love 
story.”  And  there’ve  been  Rolaids 
moments  when  she 
had  to  defend  her 
work  from  hysterical 
subjects  who  didn't 
like  what  she  wrote. 

“One  young,  well- 
to-do  Connecticut 
couple  was  furious,” 
she  says.  “They 
claimed  my  descrip¬ 
tion  of  their  white 
Porsche,  glitzy  crowd 
and  materialistic  ways 
would  cost  them 
friends  and  put  their 
lives  in  danger. 

“A  banker  groom 
who  prided  him.self  as  a  sailor  com¬ 
plained  bitterly,  saying  he  feared  he’d 
lose  clients  because  1  quoted  a  friend  who 
described  the  guy  as  a  clumsy  skipper 
who  bumped  into  bridges  and  things. 
That’s  why  1  try  not  to  answer  my  phone 
on  Mondays.” 

Since  being  burned  once  by  a  well- 
known  political  consultant.  Brady  steers 
clear  of  celebrity  weddings.  “The  guy 
talked  me  into  covering  his,  saying  four 
dogs  covered  with  flowers  would  partici¬ 
pate  in  the  ceremony.  But  he  also  tipped 
the  Daily  News,  and  they  scooped  me.  My 
story  was  scrapped.” 

Her  entree  to  the  Times  came  through 
Adam  Moss,  the  editor  who  helped 
redesign  the  Style  section  and  who 
worked  with  her  at  7  Days  magazine,  now 
defunct,  where  she  wrote  a  similar  col¬ 
umn  called  “Manhattan  Register”  about 
everyday  New  Yorkers  and  their  funky 
weddings. 

Bob  Woletz,  45,  who  edits  “Vows,” 
believes  the  column  and  its  workaholic 
author  add  a  different  dimension  to  the 
section.  “She  writes  about  ordinary  peo¬ 
ple  and  answers  the  unanswered  ques¬ 
tions  you  see  in  routine  wedding  stories,” 
he  said.  “Even  when  on  a  vacation,  she 
finds  a  wedding  and  files  a  story.” 

see  l/iows  on  page  53 


Marriage-meister  Lois  Smith  Brady 
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Budget  bill  includes 
grab  bag  of  measures 

Net  tax  waiver,  but  CDA  II  raises  its  specter 


by  Kelvin  Childs 

The  105th  Congress  concluded  its 
term  Oct.  2 1  by  passing  a  massive, 
$500  million-plus  budget  package 
that  combined  eight  appropriations  bills 
and  a  number  of  spending  measures. 

President  Clinton  signed  the  Omnibus 
Appropriations  Act  of  1998  into  law  hours 
after  the  Senate  approved  it  in  a  65-20 
vote.  The  House  approved  it  the  day 
before,  333-95. 

A  number  of  senators  took  to  the  floor 
to  criticize  the  hasty  agreement  on  the  bill 
as  Congress  rushed  to  end  the  term,  three 
weeks  late.  The  document,  some  3,000 
pages  weighing  40 
pounds,  was  not 
made  available  to 
senators  until 
hours  before  the 
vote. 

The  omnibus 
package  included 
some,  but  not  all, 
measures  the 
newspaper  indus¬ 
try  has  been  fol¬ 
lowing  all  session. 

Still,  “Any  time 
that  a  congres¬ 
sional  session 
ends  and  the  asso¬ 
ciation  is  relative¬ 
ly  unscathed,  that’s  a  good  thing,”  said 
Senny  Boone,  government  relations  direc¬ 
tor  of  the  National  Newspaper 
Association. 

NET  ESCAPE 

The  bill  includes  a  three-year  moratori¬ 
um  on  new  taxes  on  Internet  transactions. 
The  measure  grandfathers  in  existing  sales 
taxes  in  eight  states,  but  forbids  states 
from  imposing  new  taxes  on  a  purchase 
just  because  the  item  was  sold  over  the 
Internet. 

The  measure  was  praised  by  the 
Internet  Tax  Fairness  Coalition,  which 
said  the  bill  “offers  much-needed  protec¬ 
tion  and  certainty  to  American  businesses 


and  consumers  who  conduct  business  over 
the  Internet.  For  at  least  the  next  three 
years,  Internet  and  online  commerce  will 
remain  the  engine  of  America’s  economy.” 

The  bill  also  calls  for  creation  of  a  19- 
member  commission  assigned  to  simplify 
taxes.  Members  include  the  secretary  of 
Commerce,  the  secretary  of  the  Treasury 
and  the  U.S.  trade  representative;  eight 
members  from  state  and  local  govern¬ 
ments  (including  one  from  a  state  that 
doesn’t  impose  a  sales  tax)  and  eight  from 
business  and  industry. 

A  Senate  amendment  to  the  bill 
requires  the  commission  to  study  the 
effects  of  taxes  on  all  remote  sales,  such  as 


telephone  and  catalog  orders,  as  well  as 
Internet  purchases.  The  Newspaper  Asso¬ 
ciation  of  America  welcomes  that  addi¬ 
tion.  said  David  Brown,  senior  vice  presi¬ 
dent/public  policy  and  general  counsel. 
“We  felt  that  it  was  fair  and  appropriate  to 
examine  the  impact  of  taxes  on  all  those 
sales,”  said  Brown. 

More  problematic  in  the  NAA’s  view  is 
the  measure  aimed  at  limiting  porno¬ 
graphic  Web  sites.  Sponsored  by  U.S. 
Rep.  Michael  G.  Oxley.  R-Ohio,  it  calls 
for  penalizing  commercial  sites  that  fail  to 
prevent  kids  under  17  from  seeing  materi¬ 
al  “harmful  to  minors.”  Sites  must  require 
passwords  or  credit  cards,  or  use  blocking 
software  or  other  technology  to  keep  chil¬ 


dren  away.  Violators  face  civil  and  crimi¬ 
nal  fines  of  up  to  $50,(XX)  per  day. 

“We  are  concerned  about  the  vagueness 
of  the  statute,”  Brown  said.  Material 
defined  as  harmful  to  minors  includes 
depictions  or  descriptions  of  sexual  acts, 
real  or  simulated,  a  definition  that  could 
include  anything  from  theatrical  films  to 
independent  counsel  Kenneth  W.  Starr’s 
report  to  Congress  regarding  President 
Clinton’s  affair  with  Monica  S.  Lewinsky. 

“We’re  looking  at  what  approach  to 
take,  and  we  know  others  are  similarly,” 
Brown  said.  Opponents  to  the  measure 
include  the  American  Civil  Liberties 
Union  and  Center  for  Democracy  and 
Technology. 

Oxley’s  bill  is  likened  to  the 
Communications  Decency  Act,  which  was 
struck  down  by  the  U.S.  Supreme  Court  in 
1997.  That  measure  imposed  penalties  on 
the  distribution  of  “indecent”  material,  a 
definition  the  justices  found  unconstitu¬ 
tionally  vague,  while  declaring  that  the 
Internet  should  enjoy  the  highest  measure 
of  First  Amendment  protection. 

In  other  action. 
Congress  passed  a 
measure  extending 
copyright  protection 
for  70  years  after  the 
death  of  a  work’s 
author,  20  years  longer 
than  current  U.S.  law 
provides.  The  measure 
awaits  President 
Clinton’s  signature, 
and  will  bring  the 
United  States  in  line 
with  copyright  laws  in 
the  European  Union. 
“Those  definitely  will 
have  concerns  for 
newspapers  as  owners 
of  intellectual  property.”  Boone  said. 

A  postal  reform  bill  sponsored  by  U.S. 
Rep.  John  McHugh,  R-N.Y.,  has  moved  to 
the  House  Government  Reform  and 
Oversight  Committee  and  may  resurface 
next  year.  McHugh  revised  the  bill  to 
strengthen  the  authority  of  the  Postal  Rate 
Commission  and  give  the  U.S.  Postal 
Service  more  flexibility  in  setting  its 
prices.  Its  fate  may  rest  on  whether 
McHugh  is  again  chairman  of  the  postal 
subcommittee. 

Another  issue  NNA  had  been  seeking,  a 
repeal  of  the  federal  estate  tax.  went 
nowhere  this  session. 

The  106th  Congress  is  slated  to  con¬ 
vene  Jan.  6.  IH 
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“Any  time  that  a 
congressional  session 
ends  and  the 
[National  Newspaper] 
association  is 
relatively  unscathed, 
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Spammers  target 
Boston  Globe  site 

FBI  investigates  thousands  of  pornographic 
e-mails  with  return  address  of  ‘boston.com’ 


1 

by  David  Noack 

Federal  investigators  are  trying  to 
detennine  who  sent  out  thousands 
of  random  e-mail  messages  contain¬ 
ing  references  to  online  pornography  that 
appeared  to  come  from  boston.com,  the 
flagship  Web  site  of  the  Boston  Globe. 

The  messages  were  not  generated  at 
the  newspaper's  Web  site,  but  the  hackers 
used  “boston.com”  as  the  return  e-mail 
address  in  a  spam  campaign  conducted 
sometime  within  the  last  two  weeks. 
Spam  is  an  Internet  term  often  used  to 
describe  unwanted  e-mail  sent  out  in 
mass  quantities  at  one  time. 

Globe  spokesperson  Richard  Gulla 
says  the  spamming  “incident”  was 
referred  to  the  regional  office  of  the 
Federal  Bureau  of  Investigation. 
“Somebody,  as  of  yet  unidentified,  sent 
thousands  of  messages  out  onto  the 
Internet  with  a  return  address  of 
boston.com,”  Gulla  explains.  “We  suspect 
that  these  were  random  addresses.  It  was 
not  pleasant  at  all.  There  were  references 
to  pornographic  sites  on  the  Internet,  and 
Tm  told  it  was  rather  gross.  It  was  a  mis¬ 
representation  of  boston.com.” 

The  e-mail  addresses  chosen  to  receive 
the  fake  e-mail  were  apparently  created  at 
random  using  a  software  program.  Many 
of  the  addresses  do  not  exist,  which 
meant  that  much  of  the  e-mail  was  sent 
back  to  boston.com,  marked  “undeliver¬ 
able.”  This  may  have  been  an  effort  to 
crash  the  company's  e-mail  server. 

“It  did  not  overload  the  server,” 
emphasizes  Gulla.  “They  never  got  into 
our  network,  and  nothing  we  had  was 
invaded.” 

Peter  S.  Ginieres,  an  FBI  spokesperson 
in  Boston,  confirms  that  the  bureau  is 
looking  into  the  spamming  incident.  “We 
are  looking  into  some  e-mail  irregulari¬ 
ties  at  boston.com,”  he  says.  “We  are 
looking  at  it  as  something  that’s  known  as 
‘denial  of  service’ . . .  because  all  the  ran¬ 


dom  e-mailings  using  boston.com  as  the 
return  address  tied  up  their  e-mail  system 
and  perhaps  caused  a  significant  amount 
of  lost  time  or  denial  of  service,  which, 
when  it’s  quantified  and  put  into  a  dollar 
amount,  allows  us  federal  jurisdiction.” 
Ginieres  says  the  threshold  is  $5,000. 

He  says  there  have  been  similar  e-mail 
spamming  incidents  to  other  businesses  in 
the  Boston  area,  and  investigators  are  try¬ 
ing  to  see  if  there  is  any  link  or  pattern 
among  them.  “We  are  trying  to  see  if  there 
is  a  commonality  to  those  incidents,” 
Ginieres  says.  “We  are  trying  to  put 
together  a  meaningful  investigation,  but 
that’s  where  we  are.  It’s  relatively  new; 
it’s  still  being  worked  on.  I’m  not  quite 
sure  where  it’s  taking  us.” 


Richard  D.  Farrell,  chief  technology 
officer  for  Boston  Globe  Electronic 
Publishing,  says:  “None  of  our  servers 
were  used.  As  far  as  we  know,  they  didn’t 
get  into  any  of  our  servers.” 

The  spamming  campaign  is  just  the  lat¬ 
est  attack  on  online  newspapers  over  the 
past  several  months.  In  September,  a 
group  of  hackers  calling  themselves  HFG, 
or  “Hacking  for  Girlies,”  were  able  to  dis¬ 
rupt  and  take  down  the  New  York  Times 
on  the  Web,  limiting  or  denying  access  to 
classified  ads,  archives  and  an  electronic 
crossword  puzzle  for  several  days. 

The  hackers  crippled  the  Times’  home 
page  and  put  up  images  of  nude  women 
and  a  diatribe  blasting  past  coverage  of 
computer  hacker  Kevin  Mitnick,  who  is 
serving  a  prison  sentence  for  a  computer 
crime  following  his  arrest  by  the  FBI  in 
1995. 

The  Globe  is  owned  by  the  New  York 
Times  Co. 

In  January,  a  17-year-old  was  arrested 
and  charged  with  hacking  into  the 
Bozeman  (Mont.)  Daily  Chronicle's  Web 
server,  posting  a  hacked  home  page  and 
planting  a  hacker  program  known  as  a 
“worm”  or  “Trojan  Horse”  that  deleted  a 
number  of  Web  pages.  IH 


Candidate  tries  Web  ad 


by  Mark  Fitzgerald 

At  a  time  when  newspapers  are  find¬ 
ing  it  harder  and  harder  to  get 
campaign  ads,  the  Miami  Herald's 
Web  site  is  a  hit  with  one  candidate.  “1 
would  think  that  a  lot  of  candidates  would 
want  to  be  on  newspaper  Web  sites 
because  it  is  a  good  way  to  get  your  mes¬ 
sage  out  to  frequent  voters.”  says  Ana 
Carbonell,  campaign  manager  for  Lincoln 
Diaz-Balart,  a  Republican  congressman 
running  for  a  third  term.  As  we  approach 
the  general  election,  just  about  every  can¬ 
didate  for  office  of  any  importance  is  on 
the  Web.  There’s  an  important  reason  for 
that.  Carbonell  says.  “I’ve  seen  research 
that  shows  that  as  high  as  80%  of  the  peo¬ 
ple  who  use  the  Internet  for  election  infor¬ 
mation  actually  go  and  vote,”  she  says. 

Diaz-Balart ’s  campaign  bought  the 
entire  month  of  October  on  both  the  her- 
ald.com  site  and  the  site  of  its  Spanish- 
language  sister  newspaper  El  Nuevo 


Herald,  www.elherald.com.  The  banner 
sold  for  “a  very  small  discount”  off  the 
newspaper’s  rate  card.  Herald  online  ser¬ 
vices  manager  Rich  Gordon  says. 

The  price  was  right  to  campaign  man¬ 
ager  Carbonell,  however.  “The  good  thing 
about  this  is  we  get  the  value  of  two  loca¬ 
tions  simultaneously,”  she  says.  “If  some¬ 
one  goes  into  El  Nuevo  Herald,  it  brings 
them  to  our  Spanish-language  home  page.” 
The  banner  ads,  which  simply  show  a  pic¬ 
ture  of  the  congressman  alternating  with 
the  words  “Re-elect  Nov.  3,”  bring  users  to 
www.lincolndiaz-balart.com. 

Carbonell  says  she  believes  the  her- 
ald.com  ad  has  driven  substantial  traffic 
to  the  re-election  site,  although  she  can¬ 
not  be  sure  because  the  start  of  the  banner 
campaign  coincided  with  a  direct  mailing 
featuring  the  Web  address.  And  while  the 
Herald  has  often  been  a  controversial 
newspaper  among  Cuban-Americans, 
Carbonell  said  the  campaign  had  no  trep¬ 
idation  about  using  the  paper. 
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Web  site  claims 
‘fair  use’  doctrine 

Site  claims  it  can  post  entire  articles  from  the  Los 
Angeles  Times,  Washington  Post;  courts  to  decide 


by  David  Noack 

After  being  sued  in  late  September 
by  the  Los  Angeles  Times  and 
Washington  Post  for  copyright 
infringement,  a  conservative  California 
Web  site  claims  in  recent  court  documents 
that  it  is  entitled  to  reprint  newspaper  arti¬ 
cles  under  the  "fair  use”  doctrine.  The 
Free  Republic,  an  anti-Clinton  site,  is  now 
at  the  unlikely  center  of  a  clash  over  a 
publication’s  copyright  and  the  right  of 
public  debate. 

The  case  could  be  precedent  setting  for 
online  newspapers,  where  stories  can  be 
easily  copied  and  distributed.  At  issue  is  a 
provision  of  the  federal  copyright  law 
called  fair  use,  which  allows  for  copy¬ 
righted  material  to  be  used  for  criticism, 
comment,  research  and  other  purposes.  To 
determine  what  is  fair  use,  the  law  states 
that  the  courts  must  consider  the  nature  of 
the  copyrighted  work,  the  amount  of  the 
work  copied,  and  the  potential  impact  on 
the  copyright  holder’s  business. 


The  owner  of  the  Web  site,  Jim 
Robinson,  a  Fresno,  Calif.-based  comput¬ 
er  programmer,  maintains  that  he  is  mere¬ 
ly  promoting  public  debate  and  discus¬ 
sion.  On  his  site,  users  cut  and  paste  arti¬ 
cles  from  various  sources  and  then  com¬ 
ment  on  the  news  presented. 

Rex  Heinke,  a  Los  Angeles  attorney 
representing  the  newspapers,  contends  the 
issue  has  nothing  to  do  with  the  First 
Amendment.  "Their  pitch  is,  ‘We  need  to 
put  the  whole  thing  up  there  because  oth¬ 
erwise,  how  can  people  criticize  and  com¬ 
ment  on  it.’”  Heinke  said.  He  said  the  pub¬ 
lications  would  have  no  problem  if  the 
Free  Republic  site  linked  to  news  stories 
on  their  respective  Web  sites  to  promote  a 
public  dialogue.  “This  is  not  a  paraphras¬ 
ing  case,”  he  added.  “This  is  not  some¬ 
body  who  posts  a  paragraph  out  of  one 
article.  This  is  a  situation  where  dozens 
and  dozens  of  articles  are  being  regularly 
posted  —  the  entire  article  —  and  then 
being  archived  and  kept  for  years.” 

As  part  of  their  effort  to  make  money 


online,  the  two  newspapers  charge  users 
for  access  to  an  archive  of  old  stories.  By 
archiving  the  posted  articles.  Free 
Republic  may  be  depriving  the  newspa¬ 
pers  of  a  revenue  source,  Heinke  claims. 

Los  Angeles  lawyer  Brian  Buckley, 
who  represents  Robinson,  contends  that 
his  client  is  creating  a  public  forum  for 
the  discussion  of  ideas  and  commentary, 
which  is  protected  by  the  First 
Amendment.  He  noted  that  Robinson 
himself  is  not  posting  articles,  but  users 
of  his  site  are. 

Legal  experts  say  the  case  presents  a 
unique  combination  of  factors  and 
uncharted  territory  in  the  digital  age. 
Alfred  C.  Yen,  a  law  professor  at  Boston 
College,  said  that  taking  an  entire  article 
and  posting  it  online  would  clearly  be  a 
copyright  infringement  but  adding  com¬ 
ments  to  the  articles  changes  the  dynam¬ 
ics.  The  commentary  element  could  bring 
fair  use  into  play,  he  said.  But  the  fair-use 
exception  depends  on  how  much  of  a 
work  is  taken.  “As  you  lengthen  the  tak¬ 
ing,  sooner  or  later  you’ll  step  over  the 
line  of  fair  use.” 

Robert  S.  Becker,  a  Washington  media 
lawyer,  said  that  republishing  an  entire 
article  without  permission  can’t  be  justi¬ 
fied  as  fair  use.  “There  is  a  limited  excep¬ 
tion  in  the  fair  use  doctrine  for  education¬ 
al  use.  But,  as  professors  at  New  York 
University  learned  several  years  ago.  that 
doesn’t  permit  them  to  create  course 
materials  including  entire  chapters  of 
texts  which  have  been  reproduced.”  H 
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Gauging  the  rental 
market  fer  readers 

A  Web  site  designed  to  help  people  find  apartments 
can  help  reporters  find  information  about  rentals 


by  Charles  Bowen 

Real  estate  prices,  fluctuating  up  and 
down,  have  always  been  a  useful 
economic  indicator.  But  if  we  limit 
our  reporting  merely  to  the  prices  of  new 
and  old  houses,  we’re  getting  only  part  of 
the  story.  What  about  college  students  and 
recent  graduates  who  are  new  to  the  job 
market?  How  about  that  growing  class  of 
mobile  Americans  who  transfer  to  your 
town  and  then  later  transfer  out?  What 
about  the  newly  single,  the  divorced,  the 
widowed,  the  single  parent? 

Many  of  these  readers  don’t  buy  houses. 
Their  particular  economic  situation  isn’t 
being  gauged  by  house  ownership  figures 
and  home  prices.  For  them,  the  most  perti¬ 
nent  real  estate  questions  relate  not  to 
houses,  but  to  apartments.  What  will  $4(X) 
a  month  rent  in  your  town?  How  does  that 
compare  with  what’s  available  in  other 
cities  in  the  state?  What  are  the  noticeable 
differences  in  the  rents  being  asked  in  var¬ 
ious  ZIP  code  areas  in  your  readership? 

There  are  no  handy  government  or 
industry  reports  that  can  spoon-feed  us 
this  kind  of  information.  However,  with  a 
little  creative  searching,  you  can  mine  an 
online  consumer  service  to  produce  such 
new  statistics.  The  site,  called  All 
Apartments,  was  not  created  as  a  research 
tool.  Instead,  it  was  set  up  to  help  apart¬ 
ment  hunters  find  rental  property  any¬ 
where  in  the  country.  However,  this  is 
another  example  of  how  imaginative  jour¬ 
nalists  can  find  gold  all  around  the  World 
Wide  Web,  if  they  just  know  where  to  look 
and  what  to  do  when  they  get  there. 

On  the  introductory  page  (www.allapart- 
ments.com),  enter  the  name  of  the  city  for 
which  you  are  searching,  select  your  state 
from  the  accompanying  drop-down  menu 
and  then  click  on  the  Search  button.  You 
can  also  indicate  whether  you  want  to  limit 
the  search  based  on  number  of  bedrooms  or 
price  range  of  rent.  You  can  target  the 
search  by  a  number  of  apartment  features 


(air  conditioning,  dishwasher,  patio,  wash¬ 
er/dryer  hookups,  security  systems,  etc.) 
and/or  property  features  (laundry  facilities, 
swimming  pool,  garages,  pets  allowed). 

After  you  make  your  choices,  click  on 
the  Continue  Search  button.  The  site  now 
lists  entries  meeting  your  specifications. 
The  name  of  each  apartment  building  is 
hyperlinked.  Click  on  a  name  to  get  the 
summary  of  what’s  available  in  that  build¬ 
ing.  Usually,  the  entry  includes  phone 
numbers,  addresses  and  a  summary  of  the 
apartment  types  (studio  and  one-,  two- 
and  three-bedroom  units),  with  the  start¬ 
ing  rent  and  square  footage.  Also  listed  are 
the  total  number  of  units  in  the  building. 
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the  year  it  was  built,  and  a  checklist  of 
apartment  and  property  features. 

Other  considerations  for  using  this  site 
in  your  research: 

1.  While  this  is  not,  of  course,  a  list  of 
every  available  apartment  in  the  United 
States  —  or  even  in  your  town  —  it  cur¬ 
rently  has  more  than  5  million  listings  in 
the  database,  representing  more  than 
5,(KK)  cities.  Many  of  the  entries  include 
floor  plans  and  photos  online  as  well. 

2.  The  site  provides  a  number  of  other 
tools  of  interest  to  consumers,  including 
tips  on  moving,  truck  rentals,  moving  ser¬ 
vices.  insurance  questions  and  more.  While 
these  won’t  be  of  much  use  to  daily  jour¬ 
nalism,  they  could  be  a  valuable  idea-gen¬ 
erator  for  stories  about  relocation,  and  you 
might  even  want  to  print  the  Web  address. 

Finally,  for  another  view  on  the  apart¬ 
ment  situation,  check  out  Rent. Net 
(www.rent.net).  It  provides  easy  hyper¬ 
linked  connections  to  specific  states, 
though  it  has  fewer  entries  in  the  actual 
database  and  does  not  facilitate  as  many 
options  for  narrowing  the  search.  On  the 
other  hand,  it  does  provide  some  interna¬ 
tional  apartment  information.  Mi 


News  archives  are 
where  the  money  is 


by  Kelvin  Childs 


w; 


'hen  it  comes  to  news  on  the 
Web,  archives  can  attract  and 
keep  users,  say  executives  at 
several  information  firms.  The  executives 
spoke  recently  at  the  Online  World 
Conference  &  Expo  in  Washington. 

Tim  Andrews,  vice  president  and  editor 
of  Dow  Jones  Interactive  Publishing,  said 
that  archive  use  has  grown  from  40%  of 
its  business  a  few  years  ago  to  nearly 
65%.  Both  Andrews  and  Dan  Wagner, 
president  of  the  Dialog  Corp.,  said  that 
companies  can  do  a  lot  to  drive  archive 
use  by  linking  archives  to  user  searches. 
David  Seuss,  CEO  of  Northern  Light 
Technology,  saw  that  as  a  sensible  strate¬ 
gy  because  professional  researchers  want 
current  content,  but  also  want  to  be  able  to 
get  more  information  on  the  search  topic. 
Northern  Light  offers  a  search  engine  that 
scans  3,4(K)  publications  in  its  exclusive 


collections  as  well  as  on  the  Web. 

Driving  archive  use  is  smart,  Seuss  said, 
because,  “Regarding  current  content.  I 
don’t  think  it’s  possible  to  charge  for  it 
anymore.”  News  has  become  a  commodity 
provided  at  no  cost  in  too  many  places,  he 
said.  Hundreds  of  newspapers  have  Web 
sites,  and  most  allow  users  free  access  to 
stories  up  to  a  week  beyond  publication; 
some  offer  two  weeks’  free  access. 

At  the  same  conference,  there  were  dif¬ 
fering  views  on  the  importance  of  brand¬ 
ing,  with  most  saying  it  is  not  the  brand  that 
carries  weight  as  much  as  a  reputation  for 
excellence.  But  Andrews  said  focus-group 
results  show  Dow  Jones  users  do  want  to 
know  where  their  information  comes  from. 
“I  think  there  are  some  brands  that  carry 
well  in  the  business  marketplace,”  he  said. 
Seuss  agreed:  “The  ultimate  brand  is  from 
the  content  provider.  It’s  more  important 
that  American  Banker's  brand  be  promi¬ 
nent  than  Northern  Light’s.”  Mi 
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The  money  of  color, 
a  Wall  Street  Journal  report 


Two  years  after  entering 
color  advertising,  the 
Dow  Jones  flagship  gets 
14%  of  its  display  ad 
revenue  from  color  — 
and  is  raising  the  ante 

by  Robert  Neuwirth 

The  Wall  Street  Journal,  which  start¬ 
ed  offering  color  advertising  in 
1996,  says  color  ads  now  generate 
14%  of  display  ad  revenues. 

With  capacity  to  run  six  full-page  color 
advertisements  on  an  average  day,  the 
Journal  says  color  has  been  a  hit  with 
advertisers. 

“The  key  concern  for  us,  as  a  black- 
and-white  pedigree  publication,  was 
whether  advertisers  would  accept  color,” 
said  Paul  C.  Atkinson,  vice  president, 
advertising.“lt’s  been  a  success.  We’ve 
integrated  color.  We’ve  not  made  people 


4>  IMTIRIUnONAl 


feel  that  black-and-white 

advertising  is  at  a  com-  “Wo’VO  ll 

petitive  disadvantage. 

Color  has  not  overpow-  COlor.  V 
ered  the  publication.” 

Atkinson  and  col-  mad©  p< 

leagues  say  demand  is  so  uu.ii 
strong  that  most  color  that  Dlack 
positions  are  booked  far  , 

in  advance.  Next  year  the  aaven 

paper  is  raising  color  . 

advertising  rates  by  3.3% 

-  slightly  less  thae  the 
overall  4.2%  increase  m 
its  national  rates.  ColOf 

Full  color  is  only 
available  for  full-page  OVOrpO^ 

ads,  though  spot  color  is 
also  available  at  slightly  publi( 

lower  rates. 

Placing  color  ads 
takes  time,  however.  Advertisers  that  want 
page  proofs  to  make  corrections  need  to 
supply  copy  two  weeks  in  advance.  Proofs 
are  created  at  the  Journal's  color  lab  in 
Chicopee,  Mass.,  and  forwarded  to  adver- 


^  Sure  we  go  on  vacation. 

^  But  we  never  quite  get  away  from  it  all. 


“We’ve  integrated 
color.  We’ve  not 
made  people  feel 
that  black-and-white 
advertising  is 
at  a  competitive 
disadvantage. 
Color  has  not 
overpowered  the 
publication.” 
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Examples  of  how  national  advertisers  use  color  for  impact  in  the  Wall  Street  Journal 


tisers.  When  the  final 
©grated  version  is  ready,  the 

Journal  makes  17 
’ve  not  proofs  —  one  for  each 

of  its  U.S.  printing 
iple  feel  plants. 

“We  can’t  sustain  the 
inO-Wniie  quality  process  we  have 

for  color  without  adher- 
Ung  IS  jj^g  jQ  deadline,” 

....  said  Kirk  Carr,  ad  ser- 

peilTIVe  director.  Without 

ntaqe.  proofs,  the  ad  copy 

®  ‘  deadline  is  one  week 

3S  not  publication. 

In  addition,  to  prop- 
ired  the  calibrate  color,  each 

color  ad  runs  with  a 
tion.”  gray  bar  at  the  top  of  the 

page.  Carr  says  most 
advertisers  don’t  even 
notice  the  gray  bar  —  and  only  one  has 
complained  about  it. 

Each  printing  plant  sends  sample 
copies  of  its  press  run  to  the  color  lab, 
where  they  are  graded  for  quality.  Awards 
are  given  for  most  faithful  reproduc¬ 
tion. 

If  there  has  been  a  problem, 
according  to  advertising  staffers,  it  is 
setoff,  where  ink  from  a  color  page 

■  leaves  a  residue  on  the  opposite 
page.  Staffers  say  a  few  black-and- 
white  advertisers  have  complained 
about  their  ads  being  smeared  by 

.  color  ink.  But,  they  note,  setoff  is  a 
.  concern  at  all  papers  —  color  or  not 
—  particularly  when  running  high 
ink  densities. 

Partly  to  deal  with  setoff,  the 
:  Journal,  following  the  lead  of  other 
color  papers  like  USA  Today,  has 
:  begun  backing  off  the  maximum 
s  color  densities.  Till  now,  the  Journal 
i  has  run  color  ink  densities  up  to  240, 

■  but  effective  in  January,  it  is  cutting 
;  the  maximum  to  220. 

C  ?  The  Journal  also  runs  color  in 
^  some  special  sections  on  Mondays 
n  ’  and  in  the  Friday  Weekend  section. 

Plans  call  for  investing  $232  mil¬ 
lion  over  three  years  to  upgrade 


Minority  ad  guide 


plants  by  adding  two  color  towers  at  each 
location  to  enable  production  of  96  pages 
each  day  —  24  in  color  —  essentially  qua¬ 
drupling  color  ad  capacity. 

“We  will  obviously  rip  up  the  whole 
rate  card  and  start  over,”  said  Atkinson, 
but  by  then  he  expects  color  ads  to  gener¬ 
ate  20%  of  its  display  ad  revenue. 


BSPP  BRIEFS 


Name  game 
in  Denver 

Call  it  the  newspaper  formerly  known 
as  the  Rocky  Mountain  News.  The  Mile 
High  City’s  tabloid  has  officially  changed 
its  name  to  the  Denver  Rocky  Mountain 
News.  “The  mountains  remain  our  land¬ 
mark.  But  Denver  has  grown  to  match 
them,”  and  the  new  name  reflects  the 
paper’s  main  urban  focus,  editor  John 
Temple  told  the  Associated  Press. 

In  an  enduring  cat  fight  with 
MediaNews  Group’s  Denver  Post,  the 
News,  owned  by  Cincinnati-based  E.W. 
Scripps  Co.,  claims  to  dominate  the  city. 

Post  publisher  Ryan  McKibben  dis¬ 
missed  the  name  change,  saying:  “If  things 
are  going  well,  do  you  change  the  name  of 
your  newspaper?  Probably  not.”  What 
about  the  Denver  Rocky  Mountain  Post? 
No  thanks,  McKibben  said.  “We’re 
pleased  with  our  name.  Besides,  there’s 
not  enough  room  on  the  masthead.” 

Sunday  paper 
on  Saturday 

Readers  in  Albany,  N.Y.,  now  can  buy 
their  Sunday  paper  —  sort  of  —  a  day 
early.  The  Early  Bird  edition  of  the  Times 
Union  has  a  front  section  full  of  wire 
copy,  several  feature  sections,  plus  classi¬ 
fieds,  comics,  preprints,  TV  book,  comics 
and  Parade  magazine. 

“For  people  that  want  to  get  a  jump  on 
cars  or  garage  sales,  it’s  a  great  product,” 
said  general  manager  Robert  Wilson.  He 
.said  management  decided  on  the  format 
—  in  contrast  to  a  traditional  bulldog  edi¬ 
tion  containing  local  news  and  sports  — 
because  it  didn’t  want  to  cannibalize 
Saturday  circulation.  The  Early  Bird  rolls 
off  the  presses  before  the  Saturday  paper. 
“We’ve  got  virtually  no  incremental  costs 
other  than  paper  and  plates.”  Wilson  said. 
Like  regular  Sunday  editions,  its  costs  $2, 
but  buyers  get  a  half-off  coupon  they  can 
use  on  Sunday  for  the  full  paper.  The  first 


Early  Bird,  dated  Oct.  4  but  on  the  streets 
Oct.  3,  sold  3,400  copies  —  but  only  70 
readers  redeemed  coupons  on  Sunday.  On 
Oct.  10,  3,000  people  bought  the  Early 
Bird.  Saturday  circulation  didn’t  dip,  said 
Wilson,  reporting  no  reader  complaints. 
He  said  advertisers  have  been  supportive 
—  and  one  insert  customer  upped  its  vol¬ 
ume.  Plans  call  for  the  Early  Bird  to  run 
into  early  1999  before  deciding  whether 
to  keep  it  flying.  —  Robert  Neuwirth 


American  Minorities  Media,  a  Santa 
Barbara,  Calif,  promotions  company,  has 
introduced  what  it  calls  the  first  national 
minorities  advertising  directory.  The  free 
(8()5-968-8(K)0,  ext.  182.)  200-page  refer¬ 
ence  is  designed  for  media  planners  and 
lists  over  8(K)  newspapers  for  African- 
Americans,  Hispanics,  Asians  and  other 
ethnic  groups. 


YOUR  ADVERTISERS 


A  GREAT  HOLIDAY  PREMIUM 
AND  AN  IDEAL  RELATIONSHIP-BUILDER 


YOUR  ADVERTISERS  WILL  LOVE  THIS 
HIGH-QUALITY  HARDBOUND  BOOK! 

•Designed  to  help  businesses  drive  traffic  and  sales 
•Filled  with  “how-to”  examples,  instructions  and 
essential  checklists 

•Written  from  a  marketing  perspective  focused  on 
creating  attention-getting  ads 
•Creates  a  common  language  with  reps 
•  User-friendly  and  easy  to  read 


“The  book  is  invaluable  to  legions  of  small  businesses.” 
-Publishers’  Auxiliary,  National  Newspaper  Association 
'  (August  ’98} 
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YOUR  REPS  WILL  LOVE  GIVING  THE 
BOOK  TO  ADVERTISERS! 

•Close  new  business 
•Increase  ad  revenues 

•  Reduce  wasted  time 

•  Helps  retain  current  clients 
•Helps  beat  media  competition 

•Teaches  reps  to  be  print  ad  experts  in  just  a  few  hours 

•  Personalize  the  book  with  interior  pockets  and  business  card  holders 


,  "A  home  run...  it  serves  as  a  refresher  and  guide  for  our  own  sales  and  creative  people.’ 
-Charlie  Hoag  VP,  Director  of  Sales,  Minneapolis  Star  Tribune 

SHOW  ADVERTISERS  YOU’RE  COMMITTED 
TO  THEIR  SUCCESS. 

Jump’s  simple  steps  and  checklists  coach  your  advertisers 
through  concept,  writing  and  designing  powerful  print  ads. 


'  “A  must  read  for  any  business  that  wants  to  improve  the  pulling  power 
of  their  newspaper  advertising." 

-Archie  J.  Thornton  President,  The  Thornton  Works  former  Managing  Director,  Ogiivy  &  Mather 


SPECIAL  PUBLISHER  PRICE  $20 
TO  ORDER  OR  RECEIVE  A  SAMPLE  COPY  OF 
NEWSPAPER  ADS  THAT  MAKE  SALES  JUMP 

CALL  DAVE  SULLIVAN  503-892-9980 

FAX  503-892-^81  sales#Marketin9cUrHy.coM 
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Columnists  and  editors:  The 
‘write’  relationship  is  everything 


Workshop  speakers 
discuss  the  amount  of 
autonomy  columnists 
should  have 

by  David  Astor 

Columnists  often  have  more  autono¬ 
my  than  reporters  do.  But  how  free 
should  they  be  from  their  editors? 
Two  past  Pulitzer  Prize  finalists  had 
somewhat  different  answers  to  that  ques¬ 
tion  during  a  workshop  at  the  American 
Association  of  Sunday  and  Feature 
Editors  convention  in  Kansas  City. 

Rheta  Grimsley  Johnson  of  the  Atlanta 
Journal  and  Constitution  said  columnists 
should  come  up  with  their  own  ideas. 

“Readers  recognize  when  you’re  just 
going  through  the  drill  or  writing  from  the 
heart,”  noted  Johnson,  who  travels  around 
the  country  doing  pieces  about  “ordinary 
Americans.” 

And  Johnson  doesn't  want  her  copy 
changed  too  much.  “By  the  time  you 
become  a  columnist,  your  writing  skills 
are  intact  and  the  length  is  specified,”  she 
said.  “So  you  don't  need  heavy  editing.” 

The  King  Features  Syndicate  creator 
did  emphasize  that  “everyone  needs  an 
editor.  But  for  columnists,  the  main  func¬ 
tion  of  an  editor  is  to  have  someone  to 
bounce  ideas  off  and  buffer  them  from  red 
tape.  That  leaves  more  time  for  writing.” 

Leonard  Pitts  Jr.  has  the  autonomy  to 
come  up  with  his  own  ideas,  but  he’s  glad 
Miami  Herald  assistant  managing  editor/ 
features  Elissa  Vanaver  looks  at  his 
columns  closely. 

“When  an  editor  sends  something  back 
with  no  markings,  that  scares  me,”  Pitts 
said.  “1  want  someone  to  help  me  sharpen 
the  words,  excise  the  inelegant  phrases 
and  clarify  the  unclear  thoughts.” 

The  //cra/rZ/Tribune  Media  Services 
creator  added,  “1  don't  think  I’ve  ever  had 
an  editor  come  to  me  and  ask  me  to 
change  my  opinion.  But  if  there’s  a  hole  in 
my  argument,  I  want  it  pointed  out.” 

Vanaver,  who  was  also  on  the  workshop 
panel,  noted  that  she  has  several  things  she 


likes  to  see  in  a  col¬ 
umn.  They  include 
“a  lead  that  grabs 
me,”  one  basic 
theme,  “no  cliches,” 
no  “holier-than- 
thou”  attitude  and  an 
ending  “that  leaves 
me  thinking.” 

And  Vanaver  said 
she  sees  herself  as 
“Mabel  at  the  break¬ 
fast  table.  1  put 
myself  in  the  place 
of  the  reader.” 

Johnson  said  she  has  a  good  sense  of 
what  her  readers  are  thinking  because  she 
talks  to  them  and  receives  many  letters 
and  e-mails  from  them. 

The  session,  which  was  moderated  by 
Seattle  Post-Intelligencer  assistant  man¬ 
aging  editor  Janet  Grimley,  also  addressed 
what  editors  and  writers  can  do  when  a 


A  Judge  fined  and  sharply  criticized 
America  Online  for  “obstructive” 
discovery  tactics  in  a  suit  slated  to 
go  to  trial  Nov.  16  in  San  Francisco. 

Syndicated  photojoumalists  Ann  and 
Carl  Purcell,  who  ran  an  AOL  forum  from 
1994-97,  sued  the  online  service  in  U.S. 
District  Court  last  year  for  copyright 
infringement.  AOL  countersued  this  sum¬ 
mer  for  trademark  infringement  (E&P, 
Sept.  12,  pp.  54-55). 

In  his  ruling.  Magistrate  Judge  James 
Larson  .stated,  “AOL  has  indulged  itself  in 
treating  discovery  as  a  game,  rather  than 
as  a  means  to  progress  toward  a  fair  trial.” 
He  said  AOL  has,  among  other  things, 
requested  extra  time  to  respond  to  discov¬ 
ery  requests  and  then  offered  “not  one 
single  response  .  .  .  only  blanket  objec¬ 
tions.” 

The  fine,  which  would  pay  attorney 
fees  incurred  by  the  Purcells  due  to  AOL’s 
actions,  will  be  at  least  $20,050.  But  the 


columnist  gets  in  a  rut. 

Pitts  tries  to  stay  fresh  by  expanding  the 
number  of  topics  he  addresses.  He  used  to 
focus  mostly  on  family  and  race,  but  now 
also  writes  about  women’s  issues,  gay 
issues  and  spirituality. 

“The  more  you  get  out  of  that  comfort 
zone,”  he  said,  “the  better  you  are.”  HP 


exact  amount  wasn’t  set  as  E&P  went  to 
press. 

Purcell  attorney  Karl  Olson  said  the 
fine  will  be  “water  off  a  duck’s  back”  for 
the  huge  AOL,  but  added  that  the  ruling 
probably  embarrasses  the  company. 

“I’m  sure  they  don’t  like  being  sort  of 
the  poster  boy  for  corporate  obstruction 
of  justice,”  commented  the  San 
Francisco-ba.sed  Olson,  who  said  AOL  is 
also  making  things  hard  for  the  Purcells 
by  using  at  least  seven  in-house  and  out¬ 
side  lawyers  on  the  case. 

“I  feel  America  Online  is  trying  to 
bully  us,”  said  Carl,  adding  that  he  and  his 
wife  have  devoted  “an  enormous  amount 
of  time  and  energy”  cooperating  with 
AOL’s  many  discovery  requests. 

“They  demanded  every  single  record 
of  our  business,”  he  recalled.  “We  had  to 
ship  hundreds  of  pounds  of  documents  at 
our  own  expense.” 

AOL  spokeswoman  Tricia  Primrose 


AOL  fined  in  lawsuit 
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couldn’t  be  reached  for  comment.  And 
Linda  Bagley,  an  attorney  representing 
AOL  out  of  Latham  &  Watkins  in  San 
Franci.sco,  didn’t  return  a  voice-mail  mes¬ 
sage. 

The  Purcells  formerly  wrote  the 
“Vacation  Camera”  and  “Two  for  the 
Road”  features  syndicated  by  Copley 
News  Service,  for  which  they  still  con¬ 
tribute  periodic  pieces.  —  David  Aston 
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Cartoon  group 
not  going  global 

Over  two-thirds  of  Association  of 
American  Editorial  Cartoonists  members 
have  voted  against  allowing  foreign  car¬ 
toonists  full  membership. 

The  proposal  was  the  subject  of  a  mail 
ballot  after  being  debated  at  this  sum¬ 
mer’s  AAEC  convention  in  Las  Vegas. 
Proponents  said  foreign  cartoonists 
would  bring  a  different  perspective  to  the 
organization;  opponents  said  widening 
membership  could  diffuse  AAEC’s 
impact  (E&P,  July  4,  p.  33). 

Foreign  cartoonists  can  still  be  associ¬ 
ate  members.  Full  membership  is  open  to 
U.S.,  Canadian  and  Mexican  creators. 

Proposals  to  add  about  a  half-dozen 
awards  to  AAEC’s  bylaws  were  also 
turned  down  by  large  margins.  Propo¬ 
nents  wanted  more  peer-voted  prizes; 
opponents  said  Journalism  has  too  many 
awards  already.  AAECers  did  agree  to 
incorporate  the  Ink  Bottle  Award  for  ser¬ 
vice  to  the  organization. 

And  AAEC  voters  approved  a  slate  of 
1998-99  officers  to  serve  under  president 
Joel  Pett  of  the  Lexinifton  (Ky.)  Herald- 
Leader  and  North  America  Syndicate. 

They  include  president-elect  Steve 
Benson  of  the  Arizona  Republic  and 
United  Media,  vice  president  Jack 
Ohman  of  the  Portland  Oregonian  and 
Tribune  Media  Services,  and  secretary- 
treasurer  V.  Cullum  Rogers,  a  Durham, 
N.C.-based  freelancer. 

Cartoon  cat  in 
Creators’  camp 

“Heathcliff,”  the  cat  comic  that  pre¬ 
dates  “Garfield,”  is  moving  from  Tribune 
Media  Services  to  Creators  Syndicate. 

TMS  director  of  marketing  Steve 
Tippie  said  the  strip  was  dropped  because 


the  syndicate  “couldn’t  come  to  contract 
terms”  with  George  Gately. 

The  cartoonist  said  he  left  TMS 
because  Creators  gave  him  a  “better  deal” 
and  he  preferred  that  syndicate. 

Gately  and  TMS  also  don’t  agree  on  the 
number  of  papers  running  “Heathcliff.” 
TMS  says  it  has  “around  90”  clients, 
Gately  says  “several  hundred.” 

The  25-year-old  “Heathcliff’  was  dis¬ 
tributed  by  the  now-defunct  McNaught 
Syndicate  before  moving  to  TMS  in  1989. 

Dr.  Laura  now 
with  Universal 

Radio  host  Laura  Schlessinger  is 
switching  her  2-year-old  print  column 
from  the  New  York  Times  Syndicate  to 
Universal  Press  Syndicate. 

The  weekly  feature,  which  appears  in 
over  80  papers,  will  move  from  a  Q&A  to 
essay  format  at  Universal. 

“Dr.  Laura,”  51,  is  heard  by  18  million 
people  on  over  450  stations.  The  Los 
Angeles  resident  is  also  the  author  of  four 
bestsellers  and  a  licensed  counselor. 

‘Rugrats’  drops 
Jewish  grandpa 

The  Nickelodeon  children’s  TV  net¬ 
work  apologized  to  the  Anti-Defamation 
League  for  using  a  Jewish  caricature  in  its 
“Rugrats”  comic.  Associated  Press  report¬ 
ed. 

The  ADL  said  the  strip’s  Grandpa  Boris 
character  was  similar  to  Nazi-era  depic¬ 
tions  of  Jews. 

In  a  letter  to  the  ADL,  Nickelodeon 
president  Herb  Scannel  said;  “To  your 
point  that  the  television  character  of 
Grandpa  Boris  may  not  translate  well  into 
a  comic  strip,  we  agree.” 

The  comic,  based  on  the  popular 
Rugrats  TV  show,  was  intrrxluced  this 
spring  by  Creators  Syndicate  {E&P,  April 
4,  p.  26). 

Teens  ask  Peg 
in  ‘Ask  Beth’ 

Peg  Winship  is  taking  over  the  35-year- 
old  “Ask  Beth”  column  distributed  by  the 
Los  Angeles  Times  Syndicate. 

She  previously  co-wrote  the  teen 
advice  feature  with  her  mother,  Beth 
Winship,  who’s  retiring  at  the  age  of  77. 
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LATS  revamps 
its  sales  force 

The  Los  Angeles  Times  Syndicate  has 
reorganized  its  sales  operation. 

Two  regional  executives  have  joined 
the  force,  reporting  to  vice  president  of 
U.S.  syndication  Anita  Tobias.  A  fourth 
territory  has  also  been  added. 

Under  the  new  configuration,  Peter 
Alcan  becomes  regional  executive  for  the 
Midwest,  Washington  and  Oregon.  He 
joins  LATS  from  Creators  Syndicate. 

Deborah  Bumite,  who  has  been  with 
the  Los  Angeles  Times  since  1990, 
becomes  regional  executive  for  the 
Northeast. 

Dan  O’Toole,  who  joined  LATS  in 
1983,  will  be  regional  executive  for  the 
West  while  continuing  to  do  special-sec¬ 
tion  and  one-shot  sales. 

Mike  Pearson  continues  as  regional 
executive  for  the  Southeast  and  Cali¬ 
fornia. 
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ExSP  WHAT’S  NEW 


‘Book  Review’ 
can  be  booked 

Material  from  the  New  York  Times 
Book  Review  section  is  being  offered  by 
the  New  York  Times  Syndicate. 

The  weekly  package  contains  up  to  20 
full-length  reviews,  bestseller  lists,  and 
two  columns:  “Books  in  Brief  and  “New 
&  Noteworthy  Paperbacks.” 

Book  Review  is  part  of  the  1.7  million- 
circulation  Sunday  Times.  It  also  has 
30,000  independent  subscribers  and 
25,000  in  bookstore  sales. 

Wrestling  pages 
are  syndicated 

A  two-page  spread  on  professional 
wrestling  is  being  syndicated  by  the 
Tarentum,  Pa.,  Valley  News  Dispatch. 

“We  searched  long  and  hard  to  find  a 
page  to  purchase,  but  were  unsuccessful. 
So  we  started  our  own,”  says  Lawrence 
Jock,  general  manager  of  the  33,000-cir¬ 
culation  paper. 

The  weekly  “WWA  -  Wrestling  With 
Attitude”  includes  wrestler  profiles  and 
caricatures,  match  coverage,  a  calendar  of 
upcoming  events,  a  Q&A  feature,  gossip 
items  and  a  poster  with  ad  space  across 
the  bottom. 


A  new  feature  enters  the  ring. 


The  Valley  News  Dispatch  (724-226- 
7717)  delivers  the  pages  via  e-mail  or 
overnight  mail. 

TMS  expands 
section  lineup 

Tribune  Media  Services  will  offer  five 
new  special  sections  in  1999. 

They  include  “Home  Buying,”  “Spring 
Home  &  Garden,”  “Back  to  School,”  “Fall 
Home  &  Garden”  and  “Y2K”  (on  the  mil¬ 
lennium  computer  bug).  Each  section  is 
16  pages. 

TMS  will  also  offer  new  ’99  install¬ 
ments  of  existing  sections.  They  cover 
seniors,  home  improvement,  health  and 
fitness,  parenting,  new  cars,  holidays  and 
weddings. 

Papers  join 
‘Health’  club 

A  weekly  column  that  discusses  med¬ 
ical  trends,  myths  and  breakthroughs  is 
being  offered  by  United  Feature  Syndi¬ 
cate. 

“Health  Sense”  is  by  award-winning 
Boston  Globe  medical  and  science  writer 
Judy  Foreman. 

Clients  include  the  Kansas  City  Star, 
Minneapolis  Star  Tribune,  Portland 
Oregonian  and  Seattle  Times. 

Online  games 
and  guides 

Universal  New  Media  is  offering  sever¬ 
al  new  online,  interactive  features.  They 
include: 

•  “Computer  Buying  Guide,”  an 
Advance  Internet-designed  service  that 
helps  people  map  out  what  they  need  in  a 
new  system. 

•  “Your  Gift  Guide,”  another  AI  ser¬ 
vice  for  choosing  presents  based  on  fac¬ 
tors  such  as  price  and  the  recipient’s  inter¬ 
ests. 

•  “HomeFair.com.”  which  offers  data 
such  as  salary  and  crime  comparisons 
between  two  places  and  an  optional  mort¬ 
gage  payment  calculator. 

•  “PlayFour,”  an  electronic  puzzle  by 
John  Wilmes. 

•  “Universal  Word  Search”  by 


Timothy  Parker,  whose  game  started  in 
the  spring  and  now  has  a  print  version, 
too.  Parker  also  creates  the  online  and 
print  “Universal  Crossword.” 

About  160  newspaper  sites  receive  UNM 
and  Universal  Press  Syndicate  features  via 
the  UClick  service  (www.uclick.com), 
according  to  UNM  editor/director  of 
development  Bill  Mitchell  and  director  of 
marketing  Nancy  Meis.  Papers  can  brand 
features  with  their  logo  and  sell  ads 
against  them. 

Etcetera  . .  . 

Retired  “Far  Side”  cartoonist  Gary 
Larson  is  drawing  original  “Far 
Side  of  Science”  panels  for  the  New 
York  Times'  expanded  science  section. 
His  reruns  are  still  distributed  interna¬ 
tionally  by  Creators  Syndicate  .  .  . 
over  380,000  people  tried  to  call  the 
Bloch  Cancer  Foundation  in  Kansas 
City  the  day  after  Creators  columnist 
Ann  Landers  mentioned  a  free  book 
the  foundation  was  offering  .  .  . 
United  Feature  Syndicate  managing 
editor  Jim  Freeman,  who  invited 
“Peanuts”  creator  Charles  Schulz  to 
New  York  in  1950  to  discuss  syndica¬ 
tion,  has  died  at  the  age  of  89  .  .  . 
Parade  magazine  has  established 
“Family  Literacy  InfoLine,”  an  auto¬ 
mated,  24-hour,  year-round  system 
that  provides  information  and  assis¬ 
tance  to  the  millions  of  Americans 
who  can’t  read  ...  a  “Comics  on  the 
News”  series  about  astronaut  Sen. 
John  Glenn  has  been  running  in  Long 
Island,  N.Y.,  Newsday's  “Student 
Briefing  Page,”  which  is  distributed 
by  the  Los  Angeles  Times  Syndicate 
...  the  joint  Wiley  Miller-Marie  Woolf 
Web  site  (www.wileytoons.com  and 
www.mwoolf.com)  has  topped  1  mil¬ 
lion  hits  a  month  for  the  first  time. 
Miller  does  the  “Non  Sequitur”  and 
“Homer”  comics  for  the  Washington 
Post  Writers  Group,  while  Woolf  does 
the  “Mimi”  comic  and  editorial  car¬ 
toons  .  .  .  two  products  related  to 
Tribune  Media  Services’  “Jumble” 
features  are  being  launched  this  fall. 
They  include  a  handheld  electronic 
game  from  Tiger  and  a  CD-ROM 
from  Hasbro. 
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Dow  Jones  buys  back  press 
to  satisfy  demand  for  more  color 


Resold  to  a  South  American 
daily  that  never  installed  it, 
TKS  press  will  ‘prime  the 
pump’  for  original  buyer’s 
multiplant  expansion 

by  Jim  Rosenberg 

A  13-year-old  press  that’s  never 
been  installed  was  sold  this  sum¬ 
mer  for  the  third  time  —  to  its 
original  buyer,  Dow  Jones  &  Co. 

In  a  large  project  that  will  make  the 
most  of  former,  future  and  existing  equip¬ 
ment,  printing  units  from  a  much-traveled 
10-unit  press  will  be  used  at  some  or  all  of 
the  nine  plants  that  print  the  Wall  Street 
Journal  on  TKS  equipment.  The  remain¬ 
ing  eight  plants  print  on  10  Goss  presses, 
which  also  are  being  expanded. 

Through  early  2002,  Dow  Jones  will 
invest  $232  million  to  triple  its  plants’ 
color  capacity.  Presses  will  expand  to  12 
webs,  allowing  the  Journal  to  grow  from  a 
maximum  of  80  pages  in  straight  produc¬ 
tion  mode  to  as  many  as  96,  including  24 
pages  of  process  color.  (See  related  story, 
p.  30). 

HOMELESS  OFFSET 

The  repurchased  Japanese  press  is  one 
of  several  ordered  by  Dow  Jones  in  1985. 
Inland  Newspaper  machinery  Corp.. 
Lenexa,  Kan.,  sold  two  on  behalf  of  Dow 
Jones  to  El  Nacional,  Caracas,  Venezuela. 

Dow  Jones  production  planning  and 
operations  support  director  William 
Harmer  recalled  that  presses  were  bought 
to  support  expansion  plans  in  the  1980s. 
Some  were  installed,  he  said,  but  after 
“the  market  changed  and  circulation 
stopped  growing,”  management  decided 
not  to  use  all  the  new  equipment.  Harmer 
said  that  except  for  some  that  may  have 
gone  to  the  company’s  Ottaway  News¬ 
papers  subsidiary,  the  equipment  was  put 
in  storage.  Some  was  later  used,  and  the 
rest  was  sold  —  including  press  1 10. 

In  1992,  Nacional  ordered  three  half¬ 
decks  for  press  1 10  and  for  another  like  it. 


But  by  the  time  the  presses  were  ready  for 
delivery,  a  year  or  more  later,  Venezuela’s 
economy  had  taken  a  turn  for  the  worse. 
Making  matters  worse,  said  Inland  presi¬ 
dent  Beau  Campbell,  is  that  land  to  build 
on  in  and  around  Caracas  “is  very  difficult 
to  locate  ...  at  reasonable  prices.” 
Nacional  asked  Inland  to  find  yet  another 
home  for  the  presses. 

Shipped  from  Japan  and  first  stored  in 
the  United  States  and  then  outside 
Caracas,  the  never-uncrated  presses  were 
sent  north  again  in  the  mid-1990s.  At 
Inland’s  recommendation,  they  were 
stored  at  a  special  trade  zone  in  Florida  to 
make  them  more  salable,  said  Campbell. 

One  of  the  presses  was  sold  about  a 
year  ago  to  the  Ventura  County  (Calif.) 
Star,  where  by  spring  of  this  year  it  was 
reported  in  satisfactory  service  (E&P, 
April  18.  p.  70;  also  see  next  page). 

The  other,  press  110,  is  now  in  Iowa, 
where  a  company  contracted  by  Dow 
Jones  is  handling  any  refurbishing  that  the 
effects  of  age  alone  may  require  —  for 
example,  deterioration  of  rubber. 

While  acknowledging  that,  owing  to 
changing  circumstances,  new  presses  are 
resold  from  time  to  time  before  they  are 
installed  or  even  delivered,  Campbell 
knew  of  no  situation  quite  like  that  of 
these  thrice-sold,  never-used  presses. 

“I’m  sure  it’s  happened  before.”  he 
said,  adding,  however,  that  he  could  recall 
no  similar  sequence  of  sales. 

HOW  110  WILL  BE  USED 

Harmer  said  units  from  the  new-old 
press  “will  fit  in  nicely”  with  existing 
press  lines,  where  the  original  TKS  equip¬ 
ment  is  somewhat  older  still. 

Units  from  press  1 10  will  “prime  the 
pump  to  help  in  our  color  and  page  expan¬ 
sion,”  he  said,  explaining  that  they  will  be 
used  in  Dow  Jones’  project  that  will  relo¬ 
cate  units  within  and  add  towers  to  its 
press  lines.  Units  from  press  110  will 
allow  the  print  sites  to  proceed  with  their 
expansions  without  losing  page  and  color 
capacity. 

Some  units  from  press  110,  Harmer 
said,  will  be  used  to  balance  existing 


presses  “so  that  we  can  free  up  some  units, 
and  then  we’ll  be  able  to  rotate  them 
around  the  country.” 

In  addition  to  installing  two  towers  on 
the  nose  of  each  press  line,  existing  units 
will  be  relocated  so  that  “all  presses  will 
be  uniformly  configured  in  terms  of  the 
number  and  type  of  units  that  are  to  the 
left  and  right  of  the  folder.”  said  Dow 
Jones  production  vice  president  Michael 
F.  Sheehan. 

The  purpose,  Sheehan  continued,  “is 
to  give  us  maximum  flexibility  for  the 
design  of  the  paper,  in  terms  of  section 
sizes  and  the  section  splits  that  we  can 
run  and  the  positioning  of  color  pages 
around  the  paper  to  meet  the  needs  of  our 
customers.” 

Press  balancing  and  placement  of  the 
pairs  of  towers,  said  Sheehan,  provides  the 
most  flexible  arrangement  that  can  be 
achieved  by  adding  to  existing  press  lines. 

“We’re  trying  to  do  this  so  we  can  pro¬ 
vide  the  same  positioning  of  our  color 
pages  .  .  .  everywhere  we  print  in  the 
country,”  he  said. 

(Sheehan  would  not  identify  the  al¬ 
ready-selected  tower  press  manufacturers 
but  said  an  announcement  probably  will 
be  made  within  “several  weeks.”  after 
contracts  are  inked  by  “both  suppliers.”) 

Units  going  into  plants  to  maintain 
uninterrupted  production  may  not  come 
out  again.  “We’ll  end  up  with  the  same 
number  of  units  that  we  probably  had 
starting  out.”  Harmer  said,  "but  they'll  be 
different  units  because  they  will  have 
come  from  different  plants.” 

The  two  executives  said  the  fate  of 
press  llO’s  reelstands  and  folder  and  of 
any  remaining  unused  units  when  the  pro¬ 
ject  is  complete  had  yet  to  be  decided. 

To  accommodate  reconfigured  press 
lines  with  towers,  the  project  is  expected 
to  require  some  modification  to  at  least 
some  buildings,  according  to  Sheehan  and 
Harmer.  The  work  includes  limited  plant 
expansions  —  for  example,  an  additional 
bay  at  one  end  or  extra  newsprint  storage 
space  —  as  well  as  extending  and  rein¬ 
forcing  press  pads  to  support  the  addition¬ 
al  weight.  ■■ 
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Newsprint 
talks  break 
off  in  Canada 

About  a  week  after  mill-by-mill  agree¬ 
ment  was  reached  on  contract  language 
and  local  issues  with  assistance  of  concil¬ 
iators  from  three  provinces,  Canada’s 
Communications,  Energy  and  Paper- 
workers  union  broke  off  negotiations  with 
Abitibi-Consolidated  Inc. 

On  Oct.  23,  the  CEP  rejected  an  offer 
of  a  six-year  term  for  what  the  company 
called  a  “competitive  wage  package  and 
significant  pension  improvements.” 
Montreal-based  Abitibi  said  its  offer 
“compared  favorably”  to  average  private 
Canadian  industry  contracts  negotiated 
since  the  start  of  the  year  —  which 
reportedly  included  an  average  wage  hike 
of  1.6%. 

The  union  was  willing  to  settle  for  no 
more  than  a  four-year  term.  A  CEP  state¬ 
ment  quoted  its  president,  Fred  Pomeroy, 
as  saying  he  found  it  “unfortunate  that  the 
company  is  not  as  determined  as  its 
employees”  to  end  the  dispute. 

For  its  part,  Abitibi  said  a  six-year 
agreement  would  provide  a  “good  overall 
compensation  package  and  labor  peace” 
for  employees,  “security  of  supply  for  a 
long-term  period”  for  customers,  and 
“economic  stability”  for  mill  communi¬ 
ties  and  investors. 

The  strike  against  1 1  mills  belonging 
to  the  world’s  largest  newsprint  producer 
began  in  June.  Ten  mills  remain  affected. 
No  date  for  resumption  of  talks  was  set. 

A  whiter 
shade  of  pale 

Conrad  Black’s  Southam  Inc.  launched 
its  National  Post  Oct.  27  on  a  new,  super¬ 
white  recycled  newsprint. 

Dubbed  National  Bright  by  Atlantic 
Newsprint  Co.,  the  newsprint  was  devel¬ 
oped  specifically  for  the  new  Canadian 
national  paper.  Composed  of  fiber  from 
recycled  newspapers,  magazines  and 
commercial  copy  paper,  it  is  whitened 
with  fluorescent  agents  and  bleach. 

Though  the  same  weight  as  standard 
30-pound  newsprint.  National  Bright  is 
denser  and  produces  a  cleaner  look  and 
improved  color  reproduction,  said 
Whitby,  Ontario-based  Atlantic. 

The  Post  plans  an  initial  press  run  of 


500,000  copies  printed  at  nine  plants 
across  Canada. 

Color  Quality 
Club  members 

Outstanding  color  reproduction  earned 
36  European  and  American  newspapers 
two-year  memberships  in  the  Interna¬ 
tional  Newspaper  Color  Quality  Club, 
cosponsored  by  IFRA,  the  international 
newspaper  technology  organization  based 
in  Darmstadt,  Germany,  and  the  News¬ 
paper  Association  of  America. 

Almost  170  newspapers  submitted  test 
pages  and  other  information  for  calori¬ 
metric  and  visual  evaluations  by  an  inter¬ 
national  team  of  seven  judges.  The  three 
dozen  papers  that  qualified  for  member¬ 
ship  were  announced  earlier  this  month  at 
the  annual  IFRA  Congress  and  Expo,  in 
Lyon,  France,  and  will  be  similarly  rec¬ 
ognized  at  the  NAA’s  annual  January 
SuperConference,  in  Orlando. 

Members  from  the  Americas  are  La 
Nacion,  San  Jose,  Costa  Rica,  Chicago 
Tribune,  Columbus  (Ohio)  Dispatch, 
Rochester  (N.Y.)  Democrat  and  Chroni¬ 
cle,  Evansville  (Ind.)  Courier,  Los 
Angeles  Times  (two  separately  qualifying 
sites),  Montgomery  (Ala.)  Advertiser, 
New  York  Times,  Cleveland  Plain  Dealer, 
Santa  Barbara  (Calif.)  News-Press, 
Tampa  Tribune  and  Toronto  Star.  The 
remaining  24  members  are  newspapers 
from  nine  European  countries,  from 
Slovenia  to  Iceland. 

Applications  next  become  available  in 
1999  for  awards  of  membership  in  2000. 

Inland  contracts 
with  Thomson, 
Scripps 

Inland  Newspaper  Machinery  Corp., 
Lenexa,  Kan.,  bought  three  Goss 
Community  and  two  Urbanite  presses 
from  Thomson  Newspapers  properties  in 
Georgia  and  Louisiana. 

Through  its  Latin  American  division. 
Inland  Graphics  International  L.C.,  it  also 
sold  two  Urbanites  to  two  Mexican  cus¬ 
tomers:  the  five  units  from  Thomson’s 
Manitowoc,  Wis.,  plant,  to  Compafiia 
Periodistica  A.M.,  Leon,  Guanajuato,  and 
the  nine  units  and  two  folders  from  E.W. 
Scripps’  defunct  Thousand  Oaks,  Calif, 


News-Chronicle,  to  Impresora  y  Editorial. 
Thousand  Oaks  is  now  served  by  its  own 
edition  of  the  Ventura  County  Star,  which 
through  Inland  bought  a  10-unit  TKS 
press  from  El  Nacional,  Caracas, 
Venezuela,  and  sold  five  units  of  its 
Harris  N-1650  press  to  Gannett  supply. 

Inland  also  announced  various  press 
projects  for  Independent  Media  Group, 
Adrian,  Mich.,  Forum  Communications, 
Fargo,  N.D.,  Thomson  Newspapers, 
Stamford.,  Conn.,  and  Times-Citizen 
Communications,  Grundy  Center,  Iowa. 

MAN  takes  3 
UnIset  orders 

MAN  Plamag  (MAN  Roland),  Plauen, 
Germany,  sold  a  second  Uniset  single¬ 
wide  semicommercial  press  to  Alfa 
Publishing  Co.  of  Northern  Greece  for 
60,000-cph  printing  of  newspapers,  bro¬ 
chures  and  ad  supplements.  A  Uniset  70 
(70,000  cph)  press  was  sold  to  Australia’s 
Rural  Press  Printing  for  production  next 
summer  in  Sydney  of  85  regional  agricul¬ 
tural  newspapers  and  a  magazine.  In  the 
U.K.,  a  shaftless  Uniset  70  is  being 
installed  at  Southern  Newspapers’  new 
plant  in  Weymouth,  Dorset. 

AGVs  head  to 
Fort  Worth 

Jervis  B.  Webb  Co.,  Farmington  Hills, 
Mich.,  sold  an  inertially  guided  automat¬ 
ed  vehicle  system  to  the  Fort  Worth  Star- 
Telegram  for  newsprint  roll  handling.  The 
nine  automated  wireless  fork  trucks  can 
transport  rolls  weighing  as  much  as  IV2 
tons  for  the  newspaper’s  four  expanded 
presses. 

Barco  joins  Goss 
Adopt  project 

Goss  Graphic  Systems  Inc.,  Westmont, 
Ill.,  allied  with  Barco  Graphics,  Ghent, 
Belgium,  to  help  package  “special  laser 
imaging  technology  into  a  marketable 
production  system”  for  the  Goss  Adopt 
direct-to-cylinder  digital  press  by  the 
Drupa  2000  international  trade  show. 
Barco  joins  Goss  partners  Dalim  (soft¬ 
ware),  Baldwin  Enkel  (reelstands)  and 
Baldwin  Technologies  (finishing). 
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AVENOR 

Among  changes  that  followed  Bowater 
Inc.’s  acquisition  of  Avenor  Inc.  was  a 
reorganization  of  the  Newsprint  and 
Directory  Division,  under  its  president, 
Arthur  D.  Fuller. 

R.  DONALD  NEWMAN,  who  joined 
Bowater  in  1987  and  most  recently  served 
as  vice  president  and  resident  manager  of 
its  Calhoun,  Tenn.,  newsprint  mill,  was 
named  Canadian  newsprint  operations 
vice  president,  based  in  Montreal.  Avenor 
operations  technology  vice  president 
EDWARD  J.  BROADHURST  retains  that 
title  with  Bowater’s  Canadian  newsprint 
operations.  Division  sales  vice  president 
C.  RANDY  ELLINGTON’S  responsibili¬ 
ties  now  extend  to  all  North  American 
sales,  while  international  sales  vice  presi¬ 
dent  WILLIAM  C.  MORRIS  heads  sales 
outside  North  America,  including  export 
sales  of  Bowater-Halla  Paper  Co.,  Korea. 
Avenor  senior  vice  president,  general 
counsel  and  secretary,  MARC  REGNIER, 
becomes  vice  president  and  general  coun¬ 
sel  at  Bowater’s  Canadian  newsprint 
operations. 

Bowater  afso  appointed  two  senior  cor¬ 
porate  managers.  Bowater  vice  president 
and  treasurer  JAMES  H.  DORTON  was 
named  corporate  development  and  strate¬ 
gy  vice  president,  a  new  position  in  which 
he  directs  major  acquisitions  and  divesti¬ 
tures,  evaluates  investment  opportunities, 
organizes  and  supports  corporate  strate¬ 
gic  planning  and  supports  corporate  and 
divisional  management  on  specific  task- 
force  assignments.  Moving  into  Dorton’s 
former  job  is  mechanical  engineer  and 
financial  analyst  WILLIAM  G.  HARVEY, 
who  was  vice  president  and  treasurer  at 
Avenor. 

DONOHUE 

FRANK  C.  (KIM)  BREESE  was  named 
executive  vice  president.  U.S.  operations, 
at  Donohue  Inc.,  Montreal.  The  appoint¬ 
ment  followed  Donohue’s  incorporation  of 
a  new  subsidiary  in  the  United  States. 
Donohue  Industries  Inc.,  which  owns  and 
operates  the  two  newsprint  and  specialty 
papers  mills  and  three  paper  recycling 
and  sorting  facilities  in  Texas  that 
Donohue  acquired  in  spring  from 
Champion  International. 

Most  recently  consulting  for  the 
newsprint  and  newspaper  industries, 
Breese  was  president  and  CEO  of 
Newsprint  South  Inc.  from  1992  to  1995, 


after  holding  executive  positions  with 
Dow  Jones  &  Co.  for  more  than  20  years. 

GOSS  (JRAPHIC  SYSTEMS 

Six  executives  were  promoted  to  and  a 
seventh  hired  as  senior  vice  president  at 
Goss  Graphic  Systems,  Westmont,  111., 
which  also  filled  three  new  vice  president 
positions. 

The  six  promoted  executives  and  their 
areas  of  responsibility  are:  RANDALL 
THOMAS,  Europe;  RICHARD  SUTIS, 
Asia-Pacific;  GEORGE  MISHOS,  Latin 
America;  RICK  SURKAMER,  global 
marketing;  JACK  MERRYMAN,  general 
counsel  and  corporate  secretary;  and 
ALAN  SHENG,  chief  technology  officer. 

ALEX  BRNILOVICH  was  hired  a 
senior  vice  president.  North  America,  in 
charge  of  sales,  marketing,  project  man¬ 
agement.  engineering,  service  and  all 
U.S.  manufacturing.  He  joined  Goss  from 
Asea  Brown  Boveri.  where  he  most 
recently  served  as  president  of  ABB 
Power  Generation,  which  designs  and 
manufactures  industrial  power  plants. 
Bmilovich  worked  in  sales,  engineering, 
project  management  and  general  manage¬ 
ment  at  five  ABB  businesses  since  joining 
the  company  in  1985. 

Field  service  vice  president  MICKEY 
BELLA  was  promoted  to  vice  president, 
worldwide  technical  services  and  cus¬ 
tomer  quality  assurance. 

TOM  HOJNICKI  joined  the  press 
maker  as  North  American  aftermarket 
sales  and  service  vice  president  after 
spending  13  years  at  newspapers,  includ¬ 
ing  positions  as  production  director  and 
engineering  director  at  the  Chicago 
Tribune. 

Eastern  region  sales  director  DON 
GUSTAFSON  was  promoted  to  North 
American  sales  vice  president.  After  join¬ 
ing  Goss  in  1984  as  a  systems  engineer, 
Gustafson  moved  through  positions  in 
engineering,  contract  administration  and 
sales. 

MAN  ROLAND 

PETER  KUISLE.  37,  was  named  head 
of  web  press  sales  at  MAN  Roland. 
Augsburg.  Germany.  An  industrial  engi¬ 
neer  specializing  in  printing,  Kuisle 
joined  Munich-based  Eurografica 
Systemplanungs  GmbH  in  1988,  han¬ 
dling  major  web-press  projects  in  Asia 
and  Australia.  The  printing  plant  and  pro¬ 
ject  consulting  firm  became  a  MAN 


Roland  subsidiary  in  1992,  and  Kuisle 
was  appointed  its  manager. 

Succeeding  Kuisle  as  manager  of 
Eurografica  (now  relocated  to  Augsburg) 
is  JURGEN  MAUSER.  29,  formerly  pro¬ 
ject  manager,  responsible  for  printing 
plant  planning  and  consulting. 

More  recently,  MAN  named  MARK 
HANDLEY  market  development  manag¬ 
er  for  its  newspaper  group’s  North 
American  business.  His  predecessor, 
CRAIG  SIMON,  is  relocating  from  the 
North  American  operation  to  corporate 
headquarters  in  Augsburg,  Germany, 
where  he  will  occupy  a  newly  created 
position  to  provide  greater  customer  sup¬ 
port  for  newspaper  operations  worldwide. 

Until  recently  a  MAN  consultant  ■ 
reporting  on  newspaper  trends,  competi¬ 
tors’  products  and  growth  opportunities. 
Handley  spent  15  years  in  single-  and 
double-width  sales,  marketing  and  engi¬ 
neering  at  Rockwell/Goss,  which  he 
joined  as  an  electrical  engineering  intern 
while  working  toward  a  degree  in  indus¬ 
trial  marketing.  He  also  taught  after  earn¬ 
ing  his  MBA.  served  nine  years  as  vice 
president  for  an  automotive  diagnostic 
equipment  company,  and  worked  for  two 
years  as  marketing  manager  for  an  audio¬ 
visual  furniture  company. 

In  his  new  posting,  Simon  initially  will 
focus  on  activities  involving  MAN’s  U.S. 
newspaper  group.  He  also  will  handle 
special  projects  that  draw  on  his  knowl¬ 
edge  of  the  newspaper  market,  particular¬ 
ly  in  North  America. 

Also  in  Augsburg.  REINHARD 
FRECH.  formerly  head  of  materials  man¬ 
agement  and  logistics  at  MAN,  has  taken 
charge  of  the  newly  formed  production 
logistics  division,  and  HORST  TOLLE 
has  retired  as  director  and  head  of  print¬ 
ing  press  prtxluction  after  37  years  with 
the  MAN  Group. 

FRISCO 

JOHN  GIBLIN  was  named  marketing 
director  for  Frisco,  the  Newark.  N.J.. 
manufacturer  of  offset  blankets,  printing 
chemistry  and  printers’  supplies.  In  addi¬ 
tion  to  recent  experience  at  Heritage 
Inks  International  (since  acquired  by 
Sun  Chemical),  Giblin  held  sales  and 
marketing  positions  with  Champion 
International  and  other  paper  companies 
and  with  the  American  Paper  Institute 
(now  part  of  the  American  Forest  & 
Paper  Association). 
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11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com 


FEATURES 

AVAILABLE 


_ ASTROLCXSY _  I 

ASTROLOGY  EVERYDAY 
Doily  horoscopes  designed  to  integrote  i 
seemlessly  into  your  newspaper  web  [ 
site.  We  do  oil  the  work  and  its  FREE!  ! 
Coll  Boldly  Interactive  (206)  654-7919 
or  E-mail:  sales@boldly,com  1 


Weekly  -  Monthly  -  Camera  Ready 
Time  Data  Synd.  (800)  322-5101 
E-mail:  star2020@time-data.com 


_ CREDIT  CARDS _ 

“DEBTSMART"  is  a  weekly  column 
dedicated  to  showing  your  readers 
how  to  save  thousands  of  dollars  in 
interest  charges  on  their  credit  cards 
and  loans. 

Press  One  Publishing  (888)  775-441 0  j 
http://www.debtSmart.com  ' 


_ ENTERTAINMENT _ 

“Hollywood  Behind  the  Scenes” 

Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples,  (8(X))  959-9977 

HEALTH  &  FITNESS 

ARTICLES,  FILLERS,  graphics  and 
photos  all  inclusive.  Established  Stand- 
Alone/Monthly  health  &  fitness  news¬ 
paper  also  available  -  protected  ter¬ 
ritories.  FREE  marketing  and  technical 
support  provided.  FREE  SAMPLES. 
Unlimited  use.  Low  Rates. 

(800)639-5484 
NEW  LIVING  NEWS  SERVICE 


INTERNET  AND  TECHNOLOGY 

INTERNET  AND  technology  features. 
Web  site  development  and  hosting. 

David  Matthews 
(817)  232-8992 


INTERNET  AND  TECHNOLOGY 


SHOW  US  YOUR  COLOR! 
Contact  E&P's  Classified  Department  if 
you  like  what  you  see. 

(212)  675-4380x171 

hazelp  @  mediainfo.com 


_ LIFESTYLES _ 

LIFESTYLE  COLUMNS-TIPS  on  the  latest 
trends  in  Fashion,  Beauty,  Food, 
includes  Camera  Ready  Art,  beautifully 
Illustrated,  Weekly  or  Monthly.  Free 
Samples.  Selma  Casper  Associates 
(212)473-8339 

MOVIE  REVIEWS 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  10941  ; 
(914)692-4572 
Fax  (91 4)  692-8311 


_ PHOTOS _ 

NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 

WWW.  newsmakers .  net 


_ PUZZLES _ 

CAN  YOU  HACKEH? 

Variety  Puzzles  Since  1 981 
Free  Samples  --  Wide  Appeal 
(877)  201 -7630  Toll  Free 

PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  766-7617 


_ RELIGION  NEWS _ 

FOR  AN  established  source  of  religion 
news  that  fits  your  audience  and  your 
I  budget,  turn  to  EP  News.  For  more 
i  information  and  a  free  sample,  call 
(800)  257-4972 


ANNOUNCEMENTS 


BUSINESS  OPPORTUNITIES 

THE  PHNOM  PENH  POST,  Cam¬ 
bodia's  oldest  existing  independent 
newspaper  in  any  language,  seeks 
majority  or  minority  shareholders.  Post 
revenues  around  $500,000  per  year. 
First  published  in  1992.  Inquiries 
should  be  sent  to  Michael  Hayes,  pub¬ 
lisher,  Phnom  Penh  Post,  P.O.  Box  1 2- 
1074,  Soi  Suan  Phlu  P.O.,  Bangkok 
10121, Thailand.  OrE-mail: 
m  ichael .  ppposl@worldma  i  I .  com .  kh 

NEWSPAPER  APPRAISERS 

'98  Annual  Market  Valuations 
KAMEN  &  CO.  GROUP  SERVICES 
(51 6)  379-2797/(727)  786-5930 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 

THOMAS  C.  BOLITHO 
Newspaper  Appraisals 
Professional  and  complete 
(580)  421-9600 
E-mail:  bolitho@bolitho.com 
http :  /  /  WWW.  bol  itho .  com 

NEWSPAPER  BROKERS 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 

700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  698-(X)21 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Michael  Bradley,  Northeast 
_ (508)  563-2835 _ 

BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  33767.  No  obligation  of  course. 

C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  ICXX) 

3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 

DORMAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 

1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 


JMPC,  Est  1983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://wwvv.impc.net _ 

MICHAEL  D.  LINDSEY 
Experienced  -  Confidential 
6645-5  Redmont  CrI,  Mesa,  AZ  852 1 5 
(602)  807-7791  FAX  (602)  807-7795 

PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
_ Fox  (850)  537-4050 _ 

THOMAS  C.  BOLITHO 
Newspaper  broker/appraiser 
“A  tradition  of  service 
to  the  newspaper  industry" 
BOLITHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)  421-9600 
E-mail:  bolitho@bolitho.com 
http:/ /www.bolitho.com 

NEWSPAPERS  FOR  SALE 

MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)476-3950 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  Refereuces 
(214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  Desco  Dr.,  Dalla.s,  TX  75225 


NEWSPAPERS  FOR  SALE 

CURRENT  LIST 
GOTO 
cribb.com 

NORTHERN  NEW  ENGLAND  weekly 
newspaper  grossing  $285,000.  Reply 
to  Box  08665,  Editor  &  Publisher. 


NEWSPAPERS  WANTED 

AMERICAN  PUBLISHING  COMPANY, 
the  community  division  of  Hollinger 
International,  actively  seeks  daily 
newspapers  and  shopping  guides.  All 
inquiries  held  in  strictest  confidence. 
Contact: 

Jerry  Strader,  President 
401  N.  Wabash  Avenue 
Chicago,  IL6061 1 
(312)  321-2673 


IF  YOU  ARE  planning  to  sell  your 
newspaper  through  a  broker,  be  sure 
they  contact  us  as  a  potential  buyer. 
We  are  newspaper  owners  and 
operators  and  are  interested  in  acquir¬ 
ing  individual  or  groups  of  dailies  or 
weeklies  of  any  size,  in  any  region  of 
the  country.  Contact  Eugene  A.  Mace, 
USMedia  Group,  P.O.  Box  227, 
Crystal  City,  MO  6301 9. 

PUBUCATIONS  FOR  SALE 

MONTHLY  MONTANA  Trade  Journal 
for  sale.  Presently  located  in  Butte,  Mon¬ 
tana,  but  could  be  moved  to  any  major 
Montana  city.  This  property  is  priced  to 
sell.  For  more  information,  please  call 
Jim  Lane  at  Lane  &  Associates  in  Deer 
Lodge,  Montana.  (800)  592-5990  or 
(406)  846-1000. 

TRADE  ASSOCIATIONS 

AMERICAN  ASSOCIATION  of  Inde¬ 
pendent  Newspaper  Distributors  -  an 
organization  for  the  professional.  For 
membership  or  sponsor  info:  (877) 
GO-AAIND,  fax:  (407)  774-6751  or 
write:  926  Great  Pond  Drive,  #1003, 
Altamonte  Springs,  FL  3271 4. 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 


Bolitho-Cribb 
&  Associates 

Publication  Brokerage  & 
Appraisals  since  1923 


1  Confidential  Appraisal  for ; 

:  Estate,  ESOP,  Partners,  ' 

TL. 

,  Bank,  Tax,  Stock,  Assets 

For  a  listing  of 

o 

publications  for  sale,  go  to 

www.cribb.com 

li/Myjif 

406-586-6621 

Fax  406-586-6774 


John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  email  :jcrlbb@imlnet 
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EQUIPMENT  & 
SUPPLIES 

CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 

EQUIPMENT  FOR  SALE 

MAKE  OFFER 

Process  camera  ecjuipment 
Brown  Commodore  Model  24  Camera 
80"  Ascorlux  Pulsed  Xenon  Camera 
light  and  Boxiight  system 
GAM  III  Automatic  Gamma  Control 
Kodalith  Model  324B-N  Film  Processor 
(55"x39") 

Above  equipment  is  being  removed 
from  daily  newspaper.  All  operational 
or  could  be  used  for  replacement  parts. 
Contact  Pat  Jetton,  Durango  Herald, 
P.O.  Drawer  A,  Durango,  CO  8 1 302 . 

MAILROOM 

ALLMAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 

(407)  273-521 8  Fax  (407)  273-901 1 

MULLER  MODEL  227S  4  into  1  Inserter 
Can  be  seen  operational 
$58,500.  Call  (501 )  967-3595 


_ MAILROOM _ , 

PRE-OWNED  MAILROOM  Equipment  i 

Bill  Kanipe,  ALTA  GRAPHICS,  INC. 

(770)  428-58 1 7  Fax  (770)  590-7267  ' 

- ! 

Refurbished  add  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE  ! 

Call  Mid-America  Graphics  at  I 

(800)  356-4886.  [ 

I  www.midamericagraphics.com  j 

E-mail:  dkgeorge@midamerica- 
I  graphics.com 

I  STEPPER  MODEL  #920,  2  station. 

'  Supplies  included.  Excellent  condition. 

I  Call  Vicki  (707)  425-4646  ext.  304 

NEWSPRINT  FOR  SALE 

30# -28# -25#-  ALL  SIZES 
BEHRENS  INTERNATIONAL  -  N.B.  CA 
(949)  644-2661 ,  Fax  (949)  644-0283 

PRESSES 

i  6  UNIT  COLOR  King  Press  with  4  roll 
[  stands  and  Heavy  Duty  folder.  30HP 
;  Drive  and  Motor.  Excellent  condition. 

!  Ed  Wazney  or  Kyle  Osteen 
(803)775-6331 
i 

I  6  UNIT  GOSS  Urbanite  800  series 
I  press,  22  3/4"  cut-off,  two  folders. 

'  One  folder  equipped  with  Quarter 
i  folder.  Second  folder  equipped  with 
I  upper  former,  275  H.P.  motors  and 
I  drives.  Complete  press  with  rollstands. 
Currently  printing  very  good  quality. 
Can  be  seen  running.  Available  now. 

I  Please  call  (360)  629-9170.  All 
messages  returned.  $385,000. 


_ PRESSES _ 

8  UNIT  HARRIS  V-15D  Press,  22  3/4" 
cut-off  1981,  Brush  Damping,  3  units 
equipped  with  running  circumferential 
register.  One  JF-25  folder  equipped 
with  upper  former  and  Quarter  folder. 
Complete  press  with  8  position 
rollstands.  75  H.P.  motor  and  drive. 
Currently  printing  very  good  quality. 
Can  be  seen  running.  Available  now. 
Please  call  (360)  629-9170.  All 
messages  returned.  $275,000. 

FOLLOWING  IS  A  BRIEF 
DESCRIPTION  OF  A  FEW  PRESSES 
AND  POST  PRESS  EQUIPMENT 
INLAND  IS  CURRENTLY  OFFERING 

•  One  right-hand  HARRIS  N- 1650  unit 
-  available  now.  It  is  clean  and  in  good 
mechanical  condition. 

•  7-unit  GOSS  URBANITE  with  folder 
and  upper  former,  two  100  HP  con¬ 
trollers  and  motors. 

•  8-unit  GOSS  COMMUNITY  with  SC 
folder  and  upper  former,  75  HP  motor 
and  controller  -  very  well  maintained. 

•  5-unit  HARRIS  VI 5C  with  JF7  and  30 
HP  drive,  1981  vintage. 

•  6-unit  WEB  LEADER  with  5  floor  units 
and  1  stacked  position  unit  -  1 979  vin¬ 
tage. 

•  3-unit  NEWS  KING  with  KJ6  and  50 
HP  motor  and  drive,  mid-1960's  vin¬ 
tage. 

•  Five  Model  D-500  MEG  2-arm  RTP's 
for  42"  diameter  rolls. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
(91 3)  492-9050  Fax  (91 3)  492-621 7 
www.inlandnews.com 


_ PRESSES _ 

KING  PRESS  KJ8  folder  with  DOUBLE 
PARALLEL,  Cross  Perf.  &  75  H.P.  Drive. 

Call  John  Newman  (91 3)  648-2000 

METRO,  URBANITE,  COMMUNITY, 

SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 

WANTED  TO  BUY _ 

IMMEDIATE  NEED  FOR  MUUER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
j  Call  Chris  George  (800)  356-4886  or 
Fax  (8 16)  887-2762. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
I  _ graphics.com _ 

,  LOOKING  FOR  used  linographic- 
<  recorder  500/530  or  560.  If  you  have 
one  for  sale  -  call  Gene  Stepp  at  (814) 
i  736-9666  or  fax  information  to  (814) 
736-9012. _ 

SELLING  YOUR  WEB  PRESS? 
Increase  your  exposure/profits  through 
our  extensive  worldwide  network.  We 
also  offer  a  full  line  of  web  presses. 
Call  for  a  complete  list  of  available 
equipment.  (941 )  561 -6401 . 

E-mail:  inter@sprintmail.com 
Inter-Continental  Graphics 

WANTED  DEAD  OR  AUVE 
Muller  Martini/Harris 
Inserters  &  Stitcher /Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-58 1 7  Fox  (770)  590-7267 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

#1  ALTERNATIVE  THAT  WORKS 
CIRCULATION  DEVELOPMENT,  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 
www.circulation.net 


1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(800)950-8475 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 


BLENKARN  TELEMARKETING 
'  Auto  pay  experts 
*  Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  21 8-6731 


CIRCULATION  AAARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 
Call  Cherry  Coleman  (912)  336-2700 

CIRCULATION  SERVICES,  INC. 
20%  PAID  Telemarketing  Guaranteed 
Comprehensive  Verification  Reports 
Consumer  Surveys  with  Logic  Q&A 
Sp^ific  and  Non-Pub  Databases 
(Highest  Quality  at  Lower  Rates 
Andrew  Orr  (888)  343-0470 


CIRCULATION  SERVICES 


HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALLING 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
_ (800)  260-9823 


JOHN  A.  BURKE 
New  York/New  Jersey 
•Crew  Sales/Training 
•Telemarketing 
•Street/Store  Merchandising 

Phone/Fax  (5 16)  588-2735 


PRO  ';tart<? 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


RETENTION  TRAINING  SEMINARS 
STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulation  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jocqui  Te^k,  Denise  Zagnoli 
(800)  6/1-1230  mpbarton@aol.com 


CIRCULATION  SERVICES 

SPEaRUM  MARKETING  SERVICES 

A  teleservices  solution  (or 

•  Cold-call  projects 

•  Stop-saver  projects 

•  Up-grade  projects 

•  NIE  fund  raising 

Call  Doug  Rec^e  at  (800)  972-6778 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)791-3301 
http://www.fakebrains.com 

OPERATIONS  CONSULTANTS 

FACILfTIES/PRESS/OPERATIONS 
Small/Medium/Large  Newspapers 
Telephone  (727)  586-3509 
Walt  Hempton,  Consultant 
Print  Media  &  Graphics 


PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELEaRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 


PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductwork? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOa  FREE 
(800)  657-2110 

SPORTS  MARKETING 


ARE  YOU  MISSING  OUT  ON 
SPORTS  MARKETING  DOLLARS? 
Turn  your  sports  sponsorships  into 
money  makers!! 

Contact  TEAM  MEDIA  (602)  893-06 1 6 
or  E-mail:  TR023@aol.com 

TRAINING 


ADVERTISING  SALES  TRAINING 
Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
build  teams  that  get  results! 

Call  ProMox  Training 
&  Consulting,  Inc.  (800)  898-0444 


PREPRESS  AND  WEB  PRESS  training 


LEVIS  NATIONAL  INC  TELESALES  -  New  Starts  &  Circula-  j  (800)  545-6908,  24  hr.  line  -  for  single  or  double  width  newspapers. 

Guaranteed  Quality  Telemarketing  hon  Development.  Experienced  Phone  ■  (505)842-1357  Consulting  and  equipment  repair. 

Our  30th  Year  I  Professionals  with  references.  NO  JOB  '  P.O.  Box  1952  Newspaper  Production  &  Research 


(800)357-1008  !  TOO  SMALL.  Phone  (877)  771 -NEWS  Albuquerque,  NM  87103  Center  (405)  524-7774 
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HELP  WANTED 


_ ACADEMIC _ 

THE  SCHOOL  OF  JOURNALISM  and 
Broadcasting  at  Oklahoma  State  Uni¬ 
versity  seeks  a  tenure-track  assistant  pro¬ 
fessor  in  news-editorial  to  teach  in  the 
following  areas:  media  writing,  news 
reporting,  editing  and  layout,  feature 
writing  and  other  journalism  communi¬ 
cation  courses;  and  to  work  with  stu¬ 
dent/professional  media  organiza¬ 
tions,  Academic  background  in  jour¬ 
nalism  and  a  Master's  with  at  least 
eight  years'  full-time  experience  as 
news  reporter  and/or  editor,  or 
earned  doctorate  with  at  least  five 
years'  experience  as  news  reporter 
and/or  editor.  Substantive  experience 
in  feature  writing  and/or  magazine 
publishing  preferred.  Knowledge  of 
QuarkXPress  and  online  or  multimedia 


_ ACADEMIC _ 

THE  AMERICAN  UNIVERSITY  IN 
CAIRO,  Two  faculty  openings  in  the 
Department  of  Journafism  and  Mass 
Communication; 

ADVERTISING  AND 
PUBLIC  RELATIONS,  Job  #1  -JR 
Teach  primarily  beginning  and 
advanced  advertising  and  public  rela¬ 
tions  courses.  Ph  D.  degree  plus  pro¬ 
fessional  experience  or  M.A.  degree 
plus  substantial  professional  experi¬ 
ence  required. 

DESIGN  AND  EDITING,  Job  #2-JR 
Teach  primarily  news  publication  and 
web  page  design  and  editing.  M.A., 
M.F.A.,  or  Ph  D.  required.  Ability  to 
work  in  QuarkXPress  or  Pagemaker, 
Photoshop  and  Digital  Imaging.  Pho¬ 
tography  experience  helpful.  Includes 
opportunity  to  work  in  other  areas  of 
communication  depending  on  back¬ 
ground. 


_ ADMINISTRATIVE _  | 

CHALLENGING  PUBLISHER  position  j 
j  open  for  small  west  Texas  daily.  Cam-  j 
pensation  $42K  plus  bonus  and  bene- 
j  fits.  If  interested  cantact  Ned  Cantwell, 

I  c/o  Pecas  Enterprise,  P.O.  Box  2057, 
Pecos,TX79772-3211. 

Call  (505)  885-5897  or 
I  E-mail:  cantwell@caverns.com  I 


CONSULTANT  i 

i  Newspaper/Printing/Management  ! 

'  Interim  position  to  assist  president  with  . 
;  hiring  additional  staff,  and  reorganiza¬ 
tion  of  company  experiencing  fast  j 
growth.  Financially  sound,  long  estab¬ 
lished  company  with  good  industry 
reputation.  Send  resume,  references,  I 
etc,,  to  CONSULTANT,  P.O.  Box  303,  1 
I  Bellevue,  OH  448 1 1 , 


communications  preferred.  Teaching 
experience  and  evidence  of  potential 
for  research  and  or  professional  jour¬ 
nalism  extension  activities  are 
required. 

Submit  application  letter,  curriculum 
vita,  transcripts  and  names,  addresses 
and  telephone  numbers  of  three 
references  to  Chair,  News-Editorial 
Search  Committee,  School  of  Journal¬ 
ism  and  Broadcasting,  206  Paul  Miller 
Building,  Oklahoma  State  University, 
Stillwater,  OK  74078-4053.  Phone: 
(405)  744-6354.  Application  deadline 
is  November  30,  1998.  A  review  of 
applications  will  start  November  30, 
1998  and  will  continue  until  position  is 
filled. 

Oklahoma  State  University  is  an  ADA/ 
EEO/Affirmative  Action  Employer.  The 
School  of  Journalism  and  Broadcasting 
is  committed  to  diversity  within  the  fac¬ 
ulty  and  student  body  and  solicits 
applications  from  women  and  ethnic 
minorities. 


ADMINISTRATIVE 


For  both  positions,  university  teaching 
experience  required,  foreign  university 
:  experience  desirable,  and  under¬ 
graduate  degree  must  be  from  an 
American  college  or  university.  Two- 
year  appointments  (renewable)  begin 
September  1999.  Teaching  load  is 
three  courses  per  semester,  and  English 
is  the  language  of  instruction.  Rank 
and  salary  are  based  on  qualifications 
and  experience.  For  expatriates,  hous- 
I  ing,  round-trip  air  travel  to  Egypt,  plus 
schooling  for  up  to  two  children  are 
included.  In  view  of  AUC's  protocol 
agreement  with  the  Egyptian  Gov¬ 
ernment  which  requires  specific  pro¬ 
portions  of  Egyptian,  U.S.,  and  third- 
country  citizen  faculty,  at  this  time  pref¬ 
erence  will  be  given  to  qualified  appli¬ 
cants  who  are  U.S.  citizens.  Mail  letter 
j  of  application  specifying  job  number 
with  curriculum  vitae  to  Dr.  Earl  Sul¬ 
livan,  Acting  Provost,  The  American 
t  LJniversity  in  Cairo,  420  Fifth  Avenue, 
3rd  Floor-EP,  New  York,  NY  10018- 
2729,  before  December  1,  1998.  The 
American  University  in  Cairo  is  an 
Equal  Opportunity  Employer. 


ADMINISTRATIVE 


DIVISION  PRESIDENT 

Evening  Post  Publishing  Company,  a  j 
I  privately  held  media  company  head- 
'  quartered  in  Charleston,  SC,  seeks  a  ! 

I  qualified  individual  to  lead  two  daily 
j  and  nine  weekly  newspapers,  a  com-  ; 
mercial  printing  operation  and  feature  ' 
syndication  company. 

The  ideal  candidate  will  have  a  i 
I  thorough  knowledge  of  daily  and  | 
weekly  newspapers,  the  ability  to  com-  ! 
'  municate  effectively  as  well  as  work  suc- 
I  cessfully  with  others  in  managing  and 
motivating  people,  experience  at  meet¬ 
ing  and  managing  budgets/goals  and  i 
i  a  strong  marketing  background.  V/hile 
;  the  ability  to  develop  long-range  gaals  ^ 
is  important,  the  primary  focus  of  this 
position  is  revenue  growth.  Candidates 
i  with  a  background  in  Sales  and 
Marketing  will  be  given  first  considera- 
^  tion. 

I  Please  send  a  cover  letter  explaining 
why  you  are  the  ideal  candidate  for 
this  position,  a  resume  with  a  list  of 
references  including  direct  supervisors 
from  previous  positions,  and  compensa¬ 
tion  history  to  Mr.  Paul  Sharry,  Human 
i  Resources  Director,  Evening  Post  Pub- 
i  lishing  Company,  1 34  Columbus 
Street,  Charleston,  SC  29403-48(X). 

GENERAL  MANAGER 

:  Metropolitan  newspaper  in  the  Nation's 
i  Capital  seeks  a  motivated  General 
j  Manager  to  lead  its  business  apera- 
i  tions  to  new  levels  of  success.  News- 
j  paper  GM  experience  with  a  proven 
track  record  in  circulation  and  adver¬ 
tising  development  a  must.  Send  your 
resume  to  Human  Resources  Director, 
i  The  Washington  Times,  3600  New 
I  York  Avenue,  NE,  Washington,  DC 
20002. 


GENERAL  MANAGER:  Incredible  news¬ 
paper  adventure  far  entrepreneurs. 
Leaders  needed  to  build  high-growth 
teams  at  start-up  California  dailies. 

'  Hands-on  experience  required:  news, 
sales,  technology,  and  team-building. 

[  Competitive  compensation  and  equity  for 
risk-taking  leaders. 

E-mail:  info@cielocapital.com 


CENTRAL  MICHIGAN  NEWSPAPERS,  Inc.  (CMN) 

publishes  a  daily  newspaper,  13  shopping  guides,  and  several 
special  publications.  Recent  expansion  includes  nine  additional 
publications,  with  total  distribution  reaching  over  360,000  house¬ 
holds.  We  are  now  searching  for  key  professionals: 

CIRCULATION  DIRECTOR:  Responsible  for  circulation  of  the  daily 
newspaper  and  some  publications. 

GENERAL  MANAGER:  Responsible  for  program  and  daily 
operations  for  several  shoppers. 

DIRECTOR  OF  SALES  &  MARKETING.  Responsible  for  revenue 
growth,  managing  multiple  offices.  Will  assume  a  major  role  in  sales 
training,  and  motivation,  and  business  development. 

SPORTS  WRITER/EDITOR:  Will  write,  design,  edit  and  manage 
sports  covering  18  high  schools  and  two  colleges,  including  a 
Division  One  university. 

A  leading  mid-Michigan  employer,  {CMN)  offers  a  competitive 
salary/benefits  package,  incentives  for  results  achieved,  team 
environment,  growth  opportunities. 

If  interested,  please  send  resume  to  Employment  and  Training  Man¬ 
ager,  Central  Michigan  Newspapers,  Inc.,  P.O.  Box  447,  Mount 
Pleasant,  Ml  48804-0447,  Fax:  (517)  773-0382,  Phone:  (517) 
772-2971,  After  5:00  p.m.  (517)  775-6411.  EOE 


_ ADMINISTRATIVE 

GENERAL  MANAGER  for  central  Ohio 
county  seat  weekly  with  3  satellite  week¬ 
lies,  people/community/profit  oriented. 
Experience  all  phases,  fast  track  to 
publisher.  Send  resume,  availability,  and 
salary  requirements  to  General  Manager, 
RO.  Box  268,  Fremont,  OH  43420. 

MEDIA  AND  GLOBAL  AFFAIRS 

New  York  University  Center  for  War, 
Peace,  and  the  News  Media  seeks  a 
senior  journalist  or  media-sawy  pro¬ 
fessional  to  head  its  Global  Reporting 
Network,  the  country's  largest  mid¬ 
career  program  dedicated  to  improv¬ 
ing  international  reporting. 

The  Associate  Director  manages  a 
news  op-ed  syndicate.  Global  Beat 
web  site,  briefings  and  seminars.  Ideal 
candidate  has  1 0-t  years  experience,  a 
critical  perspective  on  international 
reporting,  editorial  creativity,  manage¬ 
ment  experience.  Competitive  salary  plus 
extensive  benefits.  Apply  with  letter,  CV, 
references  and  samples  to  Robert  Leavitt, 
CWPNM,  418  Lafayette  Street,  New 
York,  NY1(X)03. 

Fax:  (212)995-4143 
E-mail:  war.peace.news@nyu.edu 
EOE 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 

in  a  thriving  resort  community  -  a 
Knight  Ridder  daily  newspaper  with 
over  50,000  circulation.  Seeking  a 
strong  experienced  individual  with 
achieved  results  background.  Must 
relentlessly  focus  resources  on  oppor¬ 
tunities  and  threats  in  the  dynamic 
marketplace.  Fax  resume,  cover  letter 
'  and  salary  requirements  to  Paula  Lynn 
Ellis  (843)  444-1735,  or  mail  to  Pub¬ 
lisher,  The  Sun  News,  P.O.  Box  406, 

I  Myrtle  Beach,  SC  29578.  EOE _ 

1  ADVERTISING  DIRECTOR 

!  You've  been  promoted  and  given  a 
i  larger  office,  maybe  even  a  window? 

And  something  is  still  missing?  Could  it 
j  be  you're  not  challenged  enough?  Do 
you  feel  there's  still  more  you  need  to 
accomplish  to  prove  yourself  to  your 
j  satisfaction? 

1  This  Zone  5,  30,000  daily  is  seeking 
i  the  Ad  Director  who  thrives  on  going 
I  where  no  Ad  Director  has  gone  before 
j  --  out  into  the  community.  We  need 
j  that  self-motivated  person  who  has 
I  vision,  dedication  to  the  newspaper 
1  business  and  commitment  to  lead  a 
staff  of  30  to  revenue  growth  and  new 
business  development.  Our  candidate 
j  knows  that  success  comes  from  know- 
j  ing  the  clients  and  business  leaders 
served  by  the  sales  associates,  realiz¬ 
ing  that  motivating  and  guiding  the 
I  staff  is  key  to  attaining  goals. 

i 

If  you  have  recognized  ability  and  suc- 
j  cess  and  want  to  really  utilize  your 
I  strengths  within  a  company  that  will 
I  reward  you  with  an  exceptionally  gen- 
I  erous  compensation  program,  apply 
I  today!  Reply  to  Box  08682,  Editor  & 
Publisher. 
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ADVERTISING 


ADVERTISING 


ADVERTISING 


_ ADVERTISING _ 

ADVERTISING  MANAGER 

Zone  9  newspaper  (35,000  plus 
circulation)  is  seeking  a  dynamic, 
results  oriented  advertising  manager  to 
direct  its'  local  advertising  sales  group. 
We  are  looking  for  an  individual  who 
has  the  innovative  and  creative  skills  to 
lead  our  sales  team  in  building  a 
strong  and  solid  local  account  base  in 
a  very  competitive  market.  A  back¬ 
ground  of  results  oriented  achievement 
and  success  is  a  necessity.  Strong 
administrative  and  coaching/training 
skills  are  a  must.  We  need  the  type  of 
individual  who  can  meet  the  challenge 
and  enjoy  the  rewards  of  an  uncapped 
income  opportunity.  This  is  one  of  the 
most  exciting  opportunities  in  the  1 
newspaper  industry  today,  in  one  of  | 
the  most  exciting  markets  in  the  coun¬ 
try.  Send  a  cover  letter,  resume,  and  j 
sales  history  to:  | 

Box  08661 ,  Editor  &  Publisher 
EOE 

We  are  a  drug  free  workplace 

ADVERTISING  SALES  MANAGER 

Earn  $  1 0OK  guaranteed  first  year! 

Growing  suburban  publisher  in  very  com¬ 
petitive  New  York  market,  will  pay  top 
dollar  for  a  sales  star  with  lots  of 
energy  and  a  winning  track  record  to 
lead  our  sales  team.  You  must  be 
strong  motivator  and  creative  promoter 
who  can  hire,  train,  and  sell  major 
accounts  in  a  competitive  marketplace. 
Send  resume  and  salary  history  to  Box 
08656,  Editor  &  Publisher. 

ADVERTISING  SALES  MANAGER 

We  have  an  immediate  need  for  an 
advertising  manager  to  direct  the 
efforts  of  an  experienced  group  of  out¬ 
side  salespersons  for  Soundings  -  The 
Nation's  Boating  Newspaper,  and 
Soundings  Trade  Only.  You  will  work 
closely  with  the  advertising  director  to 
identify  sales  opportunities  and  to 
research,  design,  and  develop  sales 
projects  to  capitalize  on  those  oppor¬ 
tunities.  Must  be  able  to  hire,  train  and 
help  direct  the  activities  of  a  staff  of 
sales  representatives  based  throughout 
the  United  States,  who  sell  to  a  wide 
array  of  advertisers.  The  job  requires 
the  ability  to  meet  sales  goals  and 
manage  within  a  defined  expense 
budget.  Must  have  sales  management 
experience,  a  proven  track  record  in 
sales,  and  a  passion  for  selling. 

We  are  located  in  Essex,  CT,  on  the 
New  England  coast,  midway  between 
New  York  and  Boston.  This  is  a  great 
opportunity  for  someone  who  enjoys 
the  challenges  of  management  and  is 
eager  to  put  their  talent  and  energies 
to  work  helping  our  publications  grow. 
Fax  or  mail  your  resume  to  Glenn  C. 
Mallory,  advertising  director.  Sound¬ 
ings  Publications  L.L.C.,  35  Pratt  Street, 
Essex,  CT  06426.  Fax:  (860)  767- 
1 048.  No  phone  calls. 


I  ADVERTISING  SALES  REPRESEN-  | 
TATIVES  for  Arizona  State  University's 
j  daily  newspaper.  Excellent  compensa- 
I  tion  and  benefits.  Send  resume,  cover 
letter  specifying  job  title  &  SR#05935 
!  and  3  professional  references  to  ASU, 

I  P.O.  Box  871403,  Tempe,  AZ  85287- 
1 403  or  fax  (602)  965-6640.  EOE 
I  www.asu.edu/hr/jobs 

I  Questions  call  Jackie  Eldridge  (602) 
j  965-6741.  ASU  does  not  reimburse 
I  travel  related  expenses  for  out  of 
i  town/ state  applicants. 

i  - 

I  CLASSIFIED  ADVERTISING  MANAGER 

I  The  Sarasota  Herald-Tribune,  the 
largest  daily  in  the  New  York  Times 
Regional  Newspaper  Group,  seeks  an 
j  aggressive,  results-oriented  pro- 
:  fessional  to  manage  and  direct  its 
[  Classified  Advertising  Department.  The 
'  qualified  candidate  will  have  a  mini¬ 
mum  of  five  years  newspaper  sales 
I  management  experience  in  both  out- 
I  side  and  telemarketing  areas,  excellent 
motivational  skills,  and  a  history  of  out- 
I  standing  results. 

1  We  offer  a  very  lucrative  compensation 
'  and  benefits  package  to  include  an 
MBO  Bonus  Program,  401  (k)  plan, 

I  Pension,  Stock  Purchase  Plan,  and  a 
i  comprehensive  major  medical/health 
i  program. 

Only  qualified  candidates  should  sub¬ 
mit  a  cover  letter  and  a  detailed 
resume,  including  salary  history  and 
references  to: 

AAARKETING  DIREaOR 

Box  08664,  Editor  &  Publisher. 

NO  PHONE  CALLS,  PLEASE!  1 1 


CLASSIFIED  ADVERTISING  MANAGER 

Seeking  experienced,  professional 
I  newspaper  advertising  manager  to 
lead  our  Classified  department.  Ideal 
I  candidate  must  possess  excellent 
j  interpersonal  and  communication  skills, 

I  and  ability  to  lead  through  positive 
j  motivation.  This  goal-driven,  strategic 
I  thinker  will  be  responsible  for  increas- 
I  ing  existing  business,  and  must  have 
j  experience  with  a  diverse  product  line 
'  to  maximize  company  revenue  and 
!  customer  response.  Must  have  vision, 
understanding  and  depth  of  knowledge 
;  to  grow  our  online  product.  Proven 
:  track  record  in  sales  and  management 
required.  Prefer  college  degree  and  10 
j  years  management  experience.  Excellent 
I  compensation  and  benefits  package. 

I  EOE,  background  check  and  pre¬ 
employment  drug  test  required.  Please 
send  resume  and  salary  history  to: 

I  Austin  American-Statesman 

i  Attn:  Human  Resources 

j  P.O.  Box  670 

j  Austin,  TX  78767 

Fax  to  (51 2)  445-3883  OR 
Email:  aa-sjobs@statesman.com 

FAX  your  ad  to 
2124929^1259 


CLASSIFIED  ADVERTISING 
Leading  trade  magazine  seeks  sales 
and  customer  service  professional.  Sell 
print  and  online  classified  ads.  Full 
time  position.  Demonstrate  writing,  com¬ 
puter  skills  and  an  interest  in  pub¬ 
lishing  or  advertising  career.  Send 
resume  to: 

E.  Long,  Editor  &  Publisher  Co. 

Fax:  (212)  929-1259 
or  E-mail:  eileenl@mediainfo.com 

No  phone  calls 

DIREaOROF  REVENUE 

Yes,  we  are  looking  for  an  advertising 
manager  and  much  more.  The  ideal 
candidate  would  be  a  director  of 
revenue  for  a  growing  independent 
newspaper/ publishing  company  located 
in  Kentucky.  This  is  a  new  position  with 
endless  opportunities.  An  ideal  person 
would  be  able  to  create  and  utilize  a 
number  of  media  components  to  bring 
revenue  in. 

Do  you  have  the  ability  to  think  outside 
the  box?  Can  you  train  those 
underneath  you  to  think  outside  the 
box  and  then  sell  it?  The  position 
requires  experience  in  managing  sales, 
the  ability  to  be  creative  and  innovative 
in  the  development  of  sales  promo¬ 
tions,  effective  selling  skills,  and  the 
ability  to  motivate  and  train  sales  peo¬ 
ple.  A  media  background  is  preferred, 
j  but  not  required. 

Why  would  you  want  to  consider  this 
I  job?  We  are  in  a  rural  but  growing 
market  with  easy  access  to  several 
■  metro  markets.  Our  independence  will 
give  you  the  latitude  to  be  creative 
without  a  lot  of  bureaucracy  to  deal 
with.  You  will  have  direct  communica- 
'  tion  with  the  president  and  CEO.  Of 
course  salary,  incentives,  retirement 
plan,  401  (k),  health  insurance  and  a 
i  variety  of  miscellaneous  benefits  we 
can  discuss  are  all  part  of  a  lucrative 
package.  Please  send  resume  and  cor¬ 
respondence  (include  salary  history)  to 
'  Box  08678,  Editor  &  Publisher. 

!  DISPLAY  MANAGER  needed  for  fast 
j  growing  PM  daily,  9  weekly  and  one 
I  TMC  in  the  best  Indianapolis  suburbs. 

We  need  an  experienced  leader  to 
j  work  with  10  outside  reps  in  the  field 
j  on  a  daily  basis.  We  offer  tremendous 
'  growth  opportunities  and  outstanding 
1  benefits  since  we're  part  of  Central 
I  Newspapers.  Call  Jay  Fredrickson  at 
i  (31 7)  598-6300  today!!! 

i 

IT'S  A  CLASS  AQ! 

i 

Immediate  opportunity  for  classified 
'  sales  management  professional  at 
eastern  Long  Island  weekly  newspaper. 
Must  supervise  and  participate  in 
1  department  operations;  create  growth 
i  opportunities;  recruit,  train,  develop, 
j  and  maintain  team  of  telemarketing 
and  direct  sales  professionals.  Suc- 
I  cessful  newspaper  classified  manage- 
I  ment  experience  necessary.  Resumes, 
j  with  salary  history,  in  confidence  to  Suf- 
J  folk  Life  Newspapers,  P.O.  Box  9167, 
t  Riverheod,  NY  11901. 


RECRUITMENT 
ADVERTISING  MANAGER 

The  St.  Paul  Pioneer  Press  has  a 
dynamic  career  opportunity  for  a 
Recruitment  Sales  Manager  in  our 
classified  advertising  department. 

The  successful  candidate  will  b)e  a 
highly  motivated,  self-directed  pro¬ 
fessional  with  three-plus  years  of  suc¬ 
cessful  soles  experience,  preferably  in 
the  marketing,  advertising,  human 
,  resources  or  communications  industry. 

,  Strong  interpersonal  skills  and  proven 
;  supervisory  experience  are  required, 

!  along  with  a  college  degree  and  strong 
PC  skills. 

1  The  Pioneer  Press,  a  Knight  Ridder 
newspaper,  offers  excellent  salary  and 
I  benefits  in  a  competitive,  rewarding 
;  sales  environment.  For  immediate  con¬ 
sideration,  please  send  your  resume  in 
'  confidence  to: 

I  Employee  Relations 

Saint  Paul  Pioneer  Press 
345  Cedar  Street 
1  St.  Paul,  MN  55101 

E-mail  to:  drooney@pioneerpress.com 

RETAIL  ADVERTISING  MANAGER 

'  We  are  seeking  to  fill  one  of  the  top 
j  jobs  in  the  advertising  department  of 
the  flagship  newspaper  of  one  of  the 
'  nation's  larger  publicly  traded  com- 
I  panies.  As  Retail  Advertising  Manager, 
j  you  would  be  expected  to  achieve 
'  company  goals  in  all  areas  including 
majors,  mid  market  and  local,  our 
website,  co-op  and  audiotext. 

i  The  successful  candidate  will  b>e  able  to 
'  coach  our  sales  managers  and  account 
executives  on  a  daily  basis  through 
training  and  face  to  face  calls  on 
advertisers  of  all  types.  Your  attention 
to  detail  will  Ije  critical  to  your  success. 

If  you  feel  that  you  are  able  to  make  a 
i  difference,  please  send  your  resume 
with  a  cover  letter  and  salary  history  to 
,  Box  08667,  Editor  &  Publisher. 

ADVERTISING 


ADVERTISING  SALES 

Aggressive,  professionol  adv.  sales¬ 
people  with  proven  track  record  wonted 
for  Aerotecn  News  and  Review,  pub¬ 
lisher  of  seven  military  and  aeros^e 
newspapers  in  southern  Colifornia. 


Aerotech  News  is  a  growing  compony, 
emborking  on  o  mojor  expansion  pro¬ 
gram,  in  need  of  quolity  soles  people 
who  are  willing  to  prove  their  worth. 
We  need  soles-closers,  not  list-makers. 
Retired  pros  looking  for  a  new  chal- 
len«,  rookies  looking  for  opportunity, 
ona  established  professional  soles- 
people  are  all  encouraged  to  apply. 


Compensation  is  based  on  performance 
-  not  commission,  but  results.  You  will 
begin  at  a  iWing^wrm  and  move  up  rap¬ 
idly  as  you  establish  your  account  base. 


If  you  can  sell  and  are  ready  to  grow 
with  us,  send  your  resume  to: 

Aerotech  News,  456  L  Ave.  K-4,  Suite  8, 
Lancaster,  CA  93S3S 
or  FAX  to:  (805)  723-7757 


www.medlainfo.com 


EDITOR  &  PUBLISHER  /  OCTOBER  31.  1998 
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CLASSlFiEU 


I 


11  W  19th  Street,  New  York,  NY  1001 1  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@niecliainfo.com 


HELP  WANTED 


_ ADVERTISING _ 

SALES  MANAGER  i 

Established  Central  Massachusetts  j 
weekly  seeks  motivated  candidate  to  j 
manage  5  person  sales  staff.  In  addi¬ 
tion  to  management  responsibilities, 
candidate  will  be  responsible  for  servic¬ 
ing  a  list  of  existing  accounts.  Position 
will  start  at  $45,000  prior  to  sales 
bonuses. 

Send  resume  and  salary  history  to: 

Soles  Position 
P.O.  Box  1574 
Westborough,  MA  01 581 


THE  ARIZONA  DAILY  SUN,  a  7  day 
daily  located  in  beautiful  Flagstaff, 
Arizona  has  an  opening  for  Director  of 
Sales  and  Marketing.  The  ideal  candi¬ 
date  will  have  a  proven  record  of  suc¬ 
cessful  revenue  generation,  sales  staff 
motivation  and  building  customer  rela¬ 
tionships.  Must  have  experience  in 
budgeting,  developing  new  products 
(including  Internet)  and  create  short 
and  long  term  strategic  plans.  We're  a 
Pulitzer  Community  Newspaper  in  a 
growth  market,  with  a  brand  new  build¬ 
ing  and  state  of  the  art  technology. 

We  offer  competitive  compensation 
and  benefits  package,  including  MBO 
bonus  program,  401  (k)  and  a  compre¬ 
hensive  major  medical/health  pro¬ 
gram. 

Only  qualified  candidates  need  apply. 
Please  send  cover  letter  and  detailed 
resume,  including  salary  history  and 
references  to  Roy  Callaway,  publisher, 
P.O.  Box  1 849,  Flagstaff,  AZ  86002. 


_ ADVERTISING _ 

MAKE  YOUR  classified  ad  Stand  Out 
by  adding  Color.  Contact  E&P's 
Classfied  Department  for  rates  and 
options. 

(212)  675-4380 
Eileen  Long,  x170 
eileenl@medrainfo.com 
Hazel  Preuss,  x171 
hazelp@  mediainfo.com 


j _ ART/EDITORIAL _ 

j  NEW,  NATIONAL  High  School  student 
newspaper  is  looking  for  artists,  car¬ 
toonists,  photographers,  and  writers 
j  that  will  knock-our-socks-off!  Work  will 
j  be  on  a  Freelance  basis  with  future  full-  j 
^  time  potentiality.  Artists:  Excite  us  with 
[  a  "phat”  Logo  and  Front  Page.  Car-  ! 
i  toonists  &  Photographers:  Show  us 
your  best!  Writers:  Let's  see  the  excit-  ! 
ing  “inside"  articles  you've  written!  ALL  ! 
I  WORK  MUST  BE  GEARED  TOWARDS  ' 
THE  14-18-YEAR-OLD  MARKET!!  We  I 
.  will  choose  based  on  quality  of  work  sub-  j 
I  mitted.  Contact  Editor  Barry  Seidman  I 
at  (732)  388-881 3.  i 


_ ART/GRAPHICS _ j 

ART  AND  PRODUCTION  COOR-  , 
DINATOR  for  monthly  4-Color  maga¬ 
zine  and  equine  registry.  Oversee 
graphics,  design  and  production  of  i 
magazine  and  promotional  projects  for  ! 

<  association.  Degree  in  graphic  design 
required  with  2-3  years  print  produc-  1 
tion  extjerience  preferred.  Must  be  famil-  I 
i  iar  with  QuarkXPress,  Illustrator,  Photo¬ 
shop  and  Microsoft  Office  packages 
j  on  Macintosh  platform.  Cultivate  and  1 
I  maintain  relationships  with  new  and  j 
existing  vendors  for  printed  projects. 
Negotiate  printing,  prepress  and  paper  I 
,  contracts  and  arrangements.  Spread-  ! 

sheet  and  budget  analysis  helpful.  Send  i 
I  resume  by  November  6  to  Cathy  Pedros,  j 
!  human  resource  director,  5070  Highway 
j  8  West,  Moscow,  ID  83843  or  E-mail:  j 
j  rhirzel@appalc)osa.com  i 


ART/GRAPHICS _  _ ART/GRAPHICS 


EDITORIAL  CARTOONIST 


Mike  Thompson,  our  award-winning  cartoonist  for  eight  years,  is 
leaving  us  for  a  bigger  paper.  We  wish  him  well.  His  replacement 
will  have  strong  technical  ability,  be  well  read,  be  able  to  turn  her  or 
his  ideas  into  finished  art  quickly.  We  need  cartoons  on  a  variety  of 
national,  state  and  local  topics  -  with  an  emphasis  on  state  issues. 

We  offer  a  good  starting  salary,  syndication  possibilities,  excep¬ 
tional  benefits  and  a  pleasant  working  environment. 

Our  cartoonist  must  be  a  self-starter  and  will  enjoy  consider¬ 
able  freedom  as  a  visual  columnist.  Material  for  an  editorial 
cartoonist  in  this  state  capital  is  virtually  inexhaustible. 

Please  include  non-returnable  samples  of  work  with  your 
application  letter.  Tell  us  how  you  think,  how  you  work  and  how 
much  fun  you  would  have  in  Springfield. 

THE  •  ST.Vre 

journal 

Barry  Locher,  Managing  Editor 
One  Copley  Plaza,  P.O.  Box  219,  Springfield,  IL  62705 


An  Equal  Opportunity  Employer 


_ CIRCULATION _ 

CIRCULATION  DIREaOR 

The  Princeton  Packet  Inc.,  a  group  of 
14  quality  newspaper  products  (11 
paid)  with  a  total  distribution  of 
85,000,  is  looking  for  a  circulation 
director  with  strong  sales  and  market¬ 
ing  experience.  We  seek  an  individual 
who  can  grow  and  maintain  circulation 
in  this  family-owned  newspaper  group 
in  a  dynamic,  growing,  competitive 
market.  Responsibilities  include  home 
delivery  (currently  mail),  single  copy 
sales  and  transportation.  Experience  in 
managing  and  developing  a  team  to 
boost  door-to-door  and  telemarketing 
sales,  single  copy  sales  and  circulation 
promotion  a  must.  This  is  a  great  job 
for  a  self-starter  with  hands-on  experi¬ 
ence  who  can  motivate  staff  and 
deliver  and  maintain  sales  growth. 
Excellent  salary  and  incentive  package. 
Send  resume  to  The  Princeton  Packet, 
Inc.  (EP),  P.O.  Box  350,  Princeton,  NJ 
08542,  or  fax  to  (609)  921-8648,  or 

E-mail  to  HR@pacpub.com 
attn:  Human  Resources 


CIRCULATION  MARKET  MANAGERS 

Dow  Jones  &  Company,  publishers  of 
The  Wall  Street  Journal,  Barron's  and 
the  NBEW,  has  an  immediate  need  for 
Circulation  Market  Managers  to  join 
our  Circulation  Field  Operations  depart¬ 
ment.  Due  to  recent  promotions,  positions 
are  available  at  our  Atlanta,  GA  and  Ft. 
Lauderdale,  FL  locations. 

The  successful  candidates  will  be 
responsible  for  managing  and  coordinat¬ 
ing  circulation  sales,  distribution  and 
delivery  resources  for  a  geographic  terri¬ 
tory.  Specific  responsibilities  include 
improving  marketplace  coverage  and 
penetration  in  addition  to  achieving 
specific  circulation  volume  and  revenue, 
and  meeting  cost  and  quality  service 
goals.  Will  also  be  responsible  for  devel¬ 
oping,  along  with  National  Circulation 
Management,  strategies  and  tactical 
plans  for  achieving  annual  and  long-term 
goals. 

Applicants  should  have  strong  circula¬ 
tion  sales,  marketing  or  distribution 
related  backgrounds.  A  track  record  of 
successful  organizational,  analytical, 
j  planning,  team  building  and  lead- 
I  ership  skills  are  a  plus.  Demonstrated 
!  PC  skills  a  must.  College  degree  pre- 
I  ferred. 

i  We  offer  competitive  salaries,  an 
j  excellent  benefits  package,  and  a  pro¬ 
fessional  career  environment  where  an 
j  individual  can  excel.  To  explore  these 
challenging  and  exciting  positions, 

I  candidates  should  forward  a  resume 
with  salary  requirements  to: 

j  Dow  Jones  &  Company 

!  Attn:  Regional  Circulation  Executive 
j  1 233  Regal  Row 

Dallas,  TX  75247 
i  FAX:  (214)951-7154 

i 

^  Equal  Opportunity  Employer 


_ CIRCULATION _ 

CIRCULATION  MANAGER 

Multi-faceted  publishing  company  seek¬ 
ing  experienced  circulation  manager 
for  various  publications.  Postal  regula¬ 
tion  knowledge  desirable,  plus  being 
computer  proficient;  especially  in 
Quickfill.  You  can  make  a  difference  in 
this  company  and  yourself.  Fun  environ¬ 
ment,  no  corporate  B.S.  and  you  have 
input  into  company  decisions.  Need 
tough  skin,  organizational  and  time 
management  skills,  as  well  as  being 
detail  and  results  oriented. 

Send  resume  and  salary  history  to: 
Business  Publications 
Lon  Matejczyk,  V.P.  Sales/Marketing 
1 00  4th  Street 
Des  Moines,  I A  50309 
Fax:  (515)  288-0309 
'  Phone:(515)288-3336 

EOE 


METRO  CIRCULATION  MANAGER 
THE  ROANOKE  TIMES 

The  circulation  department  is  seeking  a 
'  candidate  for  Metro  Circulation  Man- 
I  ager.  The  Metro  Circulation  Manager 
is  responsible  for  the  home  delivery 
(approx.  50,000)  and  alternate  delivery 
I  operation.  The  Metro  Manager  super- 
'  vises  1 1  district  managers  and  a  staff  of 
I  complaint  drivers.  He/  she  is  responsible 
[  for  achieving  net  paid  goals,  sales  and 
]  service  goals,  and  revenue  and  expense 
goals. 

I  He/ she  should  have  a  strong  track 
j  record  of  proven  customer  service, 
leadership  ability,  supervising  employ- 
I  ees,  and  prablem  salving  «ills.  The 
I  ability  to  work  with  adult  carriers  in  an 
independent  cantractar  enviranment  is 
j  critical.  This  person  must  have  the 
I  ability  to  work  in  a  team  environment, 
i  possess  excellent  oral  and  written  skills, 
j  and  be  able  to  work  a  flexible  sched- 
j  ule.  He/she  should  have  excellent 
j  knawledge  of  Microsoft  Office  97  pro- 
1  ducts.  An  undergraduate  degree  in 
i  business  ar  marketing  is  preferred  and 
j  5+  years  of  circulation  experience  is 
{  desirable.  Some  knowledge  of  circula- 
I  tion  budgeting  and  forecasting,  accoun- 
I  ting.  Monarch  saftware,  the  CJ  system 
!  and/or  sales  and  marketing  experi- 
j  ence  is  helpful.  This  pasition  reports  to 
!  the  Circulation  Director  and  is  a 
member  af  the  Circulation  Leadership 
Team. 

For  the  person  with  these  qualifica¬ 
tions,  we  offer  an  excellent  compensa¬ 
tion  and  benefits  package  including  a 
401  (k)  plan.  The  Raanoke  Times  is  a 
learning  organization  where  lead- 
1  ership  and  team  dynamics  are  empha¬ 
sized  and  rewarded.  Our  work  is  fast- 
puced  and  exciting,  and  we  offer  our 
people  the  opportunity  to  grow.  Roanoke 
is  located  in  the  scenic  Blue  Ridge 
Mountains  of  Southwest  Virginia  in  an 
area  that  is  economically  strang,  has 
excellent  schools  and  offers  excellent 
values  in  hausing. 

Send  caver  letter  and  resume  with 
salary  history  to  Helen  Burnett,  circula¬ 
tion  director.  The  Roanoke  Times,  P.O. 
Box  2491 ,  Roanoke,  VA  2401 1  or 
E-mail  to:  hburnett@roanoke.com 

No  phone  calls,  please 


42 


EDITOR  &  PUBLISHER  /  OCTOBER  31,  1998 


www.medjainfo.com 


11  W  19th  street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  ♦  hazelpemediainfo.com 


'  '  ' ! 

CLASSIFIED 


HELP  WANTED 


_ CIRCULATION _ 

CIRCULATION  MANAGER 
The  Sentinel,  a  daily  newspaper 
located  in  the  southern  Minnesota 
Lakes  region,  needs  a  high-energy 
circulation  professional  for  its  circula¬ 
tion  manager's  post.  Applicants  should 
have  circulation  experience  in  the  daily 
newspaper  environment.  Send  a  cover 
letter,  resume  and  references  to  Gen¬ 
eral  Manager,  The  Sentinel,  P.O.  Box 
681 ,  Fairmont,  MN  56031 . 


CIRCULATION  MANAGERS 
Wanted:  circulation  monagers  inter¬ 
ested  in  changing  careers!  Parlay 
your  knowledge  of  circulation  into  a 
future  in  circulation  software  support. 
The  ideal  candidate  has  3-f  years 
experience  in  circulation,  is  willing  to 
travel  1  week  per  month,  and  train  our 
users.  Knowledge  of  Geac  software  a 
plus!  Send  resume  to  Recruitment, 
Geac  Publishing  Systems,  3707  W. 
Cherry  Street,  Tampa,  FL  33607  or  Fax 
to  (8 13)  878-7875. _ 

DISTRO  MANAGER 
The  Goshen  News  is  a  growing,  6  day 
afternoon  newspaper  in  northern  Indi¬ 
ana.  We  are  looking  for  someone  with 
a  can-do  attitude.  Partial  duties  include 
contracting  and  managing  our  bike 
routes.  Hourly  plus  bonus  and  insur¬ 
ance.  If  interested  mail  a  resume  with 
salary  expectations  to  The  Goshen 
News,  Circulation  Director  at  P.O.  Box 
569,  Goshen,  IN  46527.  Please,  no 
phone  calls. 

HOME  DELIVERY  ZONE  MANAGER 


i _ CIRCULATION 

I  THE  LARGEST  NEWSPAPER  in  North- 
I  west  Indiana  is  seeking  an  aggressive 
'  individual  to  manage  our  household 
I  sales  in  our  fastest  growing  zone. 

^  Responsibilities  include  recruiting  and 
j  training  the  sales  force  and  the  field 
'  personnel  in  individual  sales.  This 
[  person  will  also  contribute  in  all  market- 
^  ing  plans,  short  and  long  term. 

Applicants  should  have  a  sense  of 
urgency  in  reaching  goals,  have 
i  excellent  communication  skills,  be  a 
I  strong  leader  and  enjay  meeting  and 
talking  with  the  public.  We  offer  a  com¬ 
petitive  salary  and  bonus  combined 
with  a  complete  benefit  package. 

Send  resume  to  Diane  Ahart,  The 
^  Times  Newspaper,  1111  Glendale 
Blvd. ,  Valparaiso,  IN  46383. 

Fax:  (21 9)  465-7298  or 
E-mail:  dahart@howpubs.com 


WEEKLY  CIRCULATION  MANAGER 

Boston  based  weekly  seeks  experi¬ 
enced  circulation  manager  to  manage 
staff  of  two  and  circulation  software. 
Responsible  for  weekly  and  monthly 
processing,  maintenance  of  subscriber 
database  and  generation  of  subscriber 
'  tapes  for  outside  postal  label  runs.  Pro¬ 
ficiency  in  Unix,  os  well  as  Post  Office 
I  regulations,  preferred  but  not  required. 
Fax  cover  letter  and  resume  to  Human 
Resources  at  (61 7)  654- 1 620. 

I  EDITORIAL 

5-D.AY  A  WEEK  newspaper  in 
Southwest  Missouri  is  seeking  news 
reporter  to  do  general  reporting  and 
some  sports.  Some  experience  pre¬ 
ferred.  Send  resume  and  clips  to 
Reporter,  P.O.  Box  1 1 0,  West  Plains, 
MO  65775. 


EDITORIAL _ 

ADVERTISE  IN  COLOR! 

•  Four  new  options 
•  low  rotes 
Contact  Hazel  in  the  Classified  Deport- 
'  ment  for  detoils  on  adding  color  to  your  \ 

\  classified  od. 

I  (212)  675-4380x171 _ 

ASSISTANT  CITY  EDITOR 

:  ! 

The  St.  Joseph  (MO)  News-Press  is  [ 
looking  for  a  leader.  As  assistant  city  | 

,  editor,  you  will  build  daily  news  i 
budgets,  lead  1 5  outstanding  reporters  ' 
through  the  news-gathering  and  writ¬ 
ing  processes,  negotiate  story  lengths  ! 
i  and  plan  and  execute  special  projects.  I 
Organization,  communication  and  | 

'  news  judgment  are  crucial.  The  News- 
Press  is  an  award-winning  morning 
paper,  with  a  circulation  of  41 ,000.  St.  | 
Joseph  is  an  affordable,  historic  town, 
located  an  hour  north  of  Kansas  City.  | 
Candidates  should  contact  Bob  Unger,  ; 
executive  editor,  St.  Joseph  News-  ! 
Press,  P.O.  Box  29,  St.  Joseph,  MO 
64502;  (816)  271-8550.  Electronic  ‘ 
resumes  may  be  submitted  to: 

_ bobu@npgco.com _  : 

ASSISTANT  EDITOR 

A  growing  morning  newspaper  in  ! 
Hernando  County,  north  of  Tampa,  has  , 
immediate  opening  for  assistant  editor. 
Involves  weekends  and  evenings. 
Design  your  own  pages  using  QuarkX¬ 
Press.  Our  paper  is  fully  paginated 
and  serves  as  the  local  voice  of  this 
booming  Florida  county.  Warm 
weather,  good  fishing,  no  snowfall. 
Call  Managing  Editor  Robert  Nolte  at 
(352)  544-5295  or  fax  resume  and 
work  samples  to  (352)  799-3688.  Mail 
us  at  15299  Cortez  Blvd.,  Brooksville, 

FL  34613.  See  our  web  page  at 
hernandotoday.com  where  you  can 
also  E-mail  the  editor.  EOE 


San  Gabriel  Valley  Newspaper  Group 
located  east  of  Los  Angeles  consisting 
of  the  Pasadena  Star-News,  San 
Gabriel  Valley  Tribune,  and  Whittier 
Daily  News  is  seeking  a  Home  Delivery 
Zone  Manager  to  oversee  a  distribu¬ 
tion  operation  that  also  includes  the 
delivery  of  the  Wall  Street  Journal, 
New  York  Times  and  Investors  Business 
Daily.  The  right  person  will  lead  a 
team  of  9- 1 2  district  managers  respon¬ 
sible  for  service  and  collection. 

We  are  asking  that  the  applicant  be 
aggressive,  creative  and  team  oriented. 
BA  and/or  3-5  years  of  management 
helpful.  Position  reports  to  the  home 
delivery  manager.  We  offer  competitive 
salary  and  benefits. 


CIRCULATION  CIRCULATION 


ASSISTANT  CIRCULATION  DIRECTOR 
FpLL-TIME 


Position  is  responsible  for  supervising  department  managers, 
overseeing  customer  service  operations,  and  assisting  in  day-to- 
day  operations.  Insures  overall  quality  services  to  the  public  through 
the  staff  of  the  Circulation  Department  and  The  Frederick  News- 
Post.  Includes  assisting  in  the  implementation  of  special  promotions 
and  projects,  writing  and  establishing  office  procedures,  staff 
development,  and  devising  record  keeping  procedures  for  audit 
purposes  as  necessary.  Will  also  assume  responsibilities  of 
Director  during  absences. 


Submit  your  resume  and  salary  history 
to: 

San  Gabriel  Valley  Newspapers 
1 210  N.  Azusa  Canyon  Road 
West  Covina,  CA  91799 
_ Attn:  HR  H.D.Z. _ 

MULTI-PUB  GROUP,  16,000  daily, 
24,000  Sunday,  one  of  the  US  top  1 0 
seacoast  cities  to  live,  seeks  dynamic 
circulation  leader  to  develop  guaran¬ 
teed  delivery  and  grow  sales  in  a  grow¬ 
ing  market.  Staff  of  1 6,  central  plant, 
niche  pubs.  These  are  Ottaway  News¬ 
papers.  Resume  to  Publisher,  SCN, 

1 1 1  Maplewood  Avenue,  Portsmouth, 
NH  03801. 


I  High  School  graduate  with  3-5  years  experience  in  circulation 
environment.  Minimum  2  years  experience  in  a  supervisory  position, 
j  circulation  sales,  carrier  management  and  knowledge  of  computers 
[  and  customer  service  is  preferred.  Must  possess  a  valid  driver's 
license. 


Jffrciicrick  •Ncui0-f  oBt 


Corporate  Headquarters 
438  W.  Patrick  Street 
Frederick,  MD  21701 
Or  FAX  Resume  to  (301)  662*1746 
An  Equal  Opportunity  Employer 


_ EDITORIAL _ 

ASSOCIATE  EDITORS 

New  Times  is  looking  for  associate 
editors  at  its  award-winning  weekly 
newspapers  in  Denver,  Miami  and  Los 
Angeles. 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help 
staffers  generate  strong  stories.  The 
interview  process  includes  an  extensive 
editing  test.  Applicants  for  Miami  and 
Los  Angeles  must  have  a  strong  back¬ 
ground  in  features,  film  and  the  arts. 
Denver  applicants  should  have  a  solid 
news  background. 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  IrK. 

P.O.  Box  5970 
Denver,  CO  802 1 7 
No  phone  calls  or  E-mail,  please 


BUREAU  REPORTER:  Reporter  needed 
to  cover  three  parishes  (counties)  in 
bureau  office.  Self-starter  with  excellent 
time  management  skills  necessary; 
three  years  experience  minimum. 

,  Bureau  is  in  charming  university  city 
50  miles  from  newspaper  offices.  Send 
i  resume  and  clips  to  Joy  L.  Williford, 
I  human  resources  director,  Alexandria 
^  Daily  Town  Talk,  P.O.  Box  7558,  Alex- 
,  andria,  LA  71 306  or  E-mail  to: 

personnel@thetowntalk.com  EOE 


I  CHIEF  PHOTOGRAPHER:  The  Sun 
I  Journal,  a  16,000  -circulation,  seven- 
day  daily  newspaper  located  in  his¬ 
toric,  coastal  New  Bern,  NC,  is  looking 
for  a  chief  photographer  to  oversee  a 
two-person  shop.  Need  experienced 
^  shooter  to  lead  paper  into  digital  age. 

;  Send  resume  and  samples  of  work  to 
i  Editor,  Sun  Journal,  P.O.  Box  1 1 49, 
I  New  Bern,  NC  28563. 


^  CITY  EDITOR:  Number  2  position  in  3 
I  edition  daily  in  the  heart  of  Indian 
I  Country.  Fax  resume,  including  refer- 
j  ences  and  salary  requirements  to  (505) 
j  722-5750,  Attn:  Steve  Devitf,  ME,  The 
Independent,  500  N.  Ninrti  Street, 
Gallup,  NM  87301 . 


CITY  EDITOR 

j  Money  magazine  calls  Manchester  the 
"best  small  city  in  the  Northeast”.  Can 
!  you  improve  the  local  paper's  hometown 
i  coverage?  New  Hampshire's  largest 
I  newspaper.  The  Union  Leader,  seeks  an 
j  experienced  editor  who  can  increase 
readership  with  coverage  that  is  lively, 

;  accurate,  relevant  -  and  ahead  of  the 
competition.  Proven  personnel  and 
>  management  skills  are  essential.  Send 
;  resume  and  clips  to: 

j  Human  Resources  Deportment 
!  Union  Leader  Corporation 

I  P.O.  Box  9555 

Manchester,  NH  03 1 08-9555 

1  Desperation  is  a  feather  in  your  cap 

Beck 
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HELP  WANTED 


_ EDITORIAL _ 

CITY  REPORTER:  Alexandria  Daily 
Town  Talk,  40,000  circulation  daily  in 
central  Louisiana,  has  opening  for  a 
lead  city  beat  reporter  to  cover  city 
government  and  municipal  issues.  Five 
years  or  more  reporting  experience 
preferred.  Send  resume  and  clips  to 
Joy  L.  Williford,  human  resources 
director,  Alexandria  Daily  Town  Talk, 
P.O.  Box  7558,  Alexandria,  LA  71 306 
or  E-mail  to: 

personnel@thetowntalk.com  EOE 


COME  GROW  WITH  US 

The  Press-Enterprise,  the  leading 
newspaper  in  California's  booming 
Inland  Empire,  seeks  applicants  for  two 
key  positions: 

ASSISTANT  METRO  EDITOR  -  Ideal 
candidate  will  have  a  couple  of  years' 
experience  as  an  assignment  editor, 
know  how  to  coach  the  best  from 
reporters  and  bow  to  handle  the  big 
story. 

HIGHER  EDUCATION  WRITER  -  Ideal 
candidate  will  have  experience  on  a 
major  topical  beat  and  have  a  record 
of  achievement  with  both  hard  news 
and  enterprise  reporting. 

Send  resume  and  work  samples  to: 

Norm  Bell 

Assistant  Managing  Editor/News 
The  Press-Enterprise 
3512  Fourteenth  Street 
Riverside,  CA  92501 


j _ EDITORIAL _ 

i  COPY  EDITOR  AND  ART  DIREaOR 
I  The  CAMBODIA  DAILY,  an  indepen¬ 
dent  English-language  newspaper  in 
Phnom  Penh,  seeks  an  experienced 
copy  editor  as  well  as  an  art  director. 
This  is  an  unusual  opportunity  to  con¬ 
tribute  to  publication  of  a  desktop  pub¬ 
lished  newspaper  in  a  fragile,  “semi 
democracy”  and  free  market  economy. 
{See  Columbia  Journalism  Review, 
May/June  1994).  Knowledge  of  Macin¬ 
tosh  QuarkXPress  is  preferred.  Ideal 
candidates  shauld  have  sense  of  adven¬ 
ture,  willingness  to  put  up  with  inconve¬ 
niences,  prepared  to  commit  for  one/ 
two-year  work  in  close  partnership 
I  with  young  Cambodian  staff  and  lead 
I  by  example  in  furthering  (with  our 
editorial  staff)  a  free  press  in  Cam- 
I  bodia.  The  pay  is  modest  ($10,000 
[  us/the  first  year),  but  includes  com¬ 
fortable  housing  in  a  beautiful  villa 
with  maid  and  laundry  service,  free 
medical/hospital  care,  sports  club,  E- 
mail,  etc.  Cambodia  Daily  staff  do  not 
just  run  a  newspaper  but  assist  in  he 
rehabilitation  of  Cambodia.  Our  editorial 
alumni  now  head  the  bureaus  of  the  major 
i  wire  services.  The  publisher  will  be 
I  stateside  from  December  7-18  for 
I  interviews.  Please  Fax  or  E-mail  a  cover 
letter  and  resume  to: 

Bernard  Krisher 

fax:  01 1  (81-3)  3486-6789  (Tokyo) 
E-mail:  bernie@media.mit.edu 


I  COPY  EDITOR/PAGE  DESIGNER  needed 
1  by  mid-size  suburban  Atlanta  daily. 
[  QuarkXPress  experience  a  plus.  Call 
I  Norman  Baggs,  (770)  963-9205,  ext. 
I  1 36,  or  E-mail: 

nbaggs@mindspring.com 


EDITORIAL 

EDITORIAL 

CQPY  EDITOR  -  The  Naples  Daily 
News,  a  Scripps  Howard  newspaper, 
has  an  immediate  opening  for  a  copy 
editor  on  the  night  news  desk.  We  are 
looking  for  someone  with  the  design 
skills  to  put  together  an  eye-catching 
page  and  the  word  skills  to  edit  copy 
and  craft  good  headlines.  We  are  an 
award-winning  50,CXX)-circulation  daily 
on  Florida's  beautiful  southwest  coast. 
Pages  are  produced  using  the  Harris 
pagination  system  and  QuarkXPress. 
Send  resume,  plus  names  and  telephone 
numbers  of  three  references  to  Tim  Aten, 
news  editor,  Naples  Daily  News,  1 075 

CQPY  EDITQR 

The  New  Haven  Register,  o  100,000-f 
morning  daily  in  Yale's  hometown, 
seeks  o  strong  copy  editor  for  its  main 
news  desk.  The  ideal  candidate  excels 
at  headline  writing  in  addition  to  hav¬ 
ing  strong  editing  skills.  Good  salary 
and  benefits.  Letter,  resume  and  6  sam¬ 
ples  of  your  headlines,  plus  6  samples 
of  your  editing  to  Ray  Hoye,  news 
editor/New  Haven  Register,  40  Sargent 
Drive,  New  Haven,  CT  065 1 1 . 

No  phone  calls,  please 

Central  Avenue,  Naples,  FL  34102.  Fax 
(941)435-3451. 

DINING  EDITQR 

CQPY  EDITQR:  The  Daily  News  is  seek¬ 
ing  someone  who  loves  local  copy  and 
local  sports.  Person  will  design  and 
paginate  pages  in  addition  to  editing 
stories  under  deadline  pressure.  At 
least  one  year  experience  at  a  daily 
newspaper  is  required.  Knowledge  of 
Caribbean  sports  is  helpful.  Contact 
Isaac  Causey  at  (340)  774-8772,  ext. 

31 0  or  through  E-mail  at: 

ikecausey@hotmail.com 

Fax  resumes  to  (340)  776-0740 

The  San  Antonio  Express-News  is  look¬ 
ing  for  an  experienced  journalist  to 
coordinate  our  weekly  dining  out 
pages  and  write  about  food  and 
restaurants  with  passion  and  context. 

Qur  year-old  dining  section  (part  of 
Friday's  entertainment  guide)  needs  a 
writer/editor  who  can  take  it  to  the 
next  level  by  writing  lively  food  trend 
stories,  restaurant  reviews  and  food 
news  stories. 

CQPY  EDITQR 

Award-winning  small  daily  in  East  Ten¬ 
nessee  seeks  a  team-oriented  copy 
editor  who'll  moke  copy  sparkle.  Suc¬ 
cessful  applicant  will  edit  news  and 
feature  copy,  plan  and  lay  out  feature 
pages  and  occasionally  stand  in  for 
assignment  editor  and  managing 
editor.  Send  resume  and  clips  to 
Managing  Editor,  The  Mountain  Press, 
P.Q.  Box  4810,  Sevierville,  TN  37864. 

Prefer  applicants  with  several  years  of 
feature  writing  and  editing  experience. 
Will  work  with  freelancers,  as  well  as 
full-time  Food  &  Wine  Editor  and  food 
writer.  Knowledge  of  Spanish  lan¬ 
guage  and  Mexican  and  Texas 
cuisines  (Tex-Mex  and  barbecue 
included).  Mail  letter,  resume  and  clips 
to  Karen  Haram,  food  &  wine  editor, 
San  Antonio  Express-News,  P.Q.  Box 
i  21 71,  San  Antonio,  TX  78297-21 71. 

ONLINE  IN  1998 

EDITOR  &  PUBUSHER’S  ONUNE  VENDORS  SEARCH 

E&P  sets  the  industry  standard  for  quality  resources  and  information  for  news 
publishers.  Our  vendor  search  includes  more  than  2,000  companies  that  provide 
supplies  and  services  to  the  new  media,  newspaper  and  publishing  industries. 

Is  your  business  included  in  our  vendor  search? 

A  tremendous  online  resource  for  industry  professionals  and  buyers! 
A  unique  opportunity  for  advertisers! 

Contact  the  Editor  &  Publisher  Classified  Ad  Department  and  we  will  show  you 
the  most  affordable  ways  to  reach  publishing  decision  makers  at  newspapers. 

Phone  (212)  675-4380  Ext.  171  or  173,  Mon-Fri  9am-5pm  EST 
Fax  (212)  929-1259 
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! 


HELP  WANTED 


_ EDITORIAL _  j 

COPY  EDITOR  i 

The  Winston-Salem  Journal,  a  Pulitzer- 
winning  daily  in  North  Carolina  (week¬ 
days  and  Saturdays,  91  ,(X)0;  Sundays, 
103,000),  seeks  a  copy  editor  with 
three  to  five  years  of  daily  newspaper 
experience  for  its  night  news  copy 
desk  The  Journal  received  the  NC 
Press  Association's  General  Excellence  | 
Award  for  1997.  Send  a  resume  and 
samples  of  headlines  and  cutlines  to  Liz 
McGehee,  copy  desk  chief,  Winston- 
Salem  Journal,  P.O.  Box  3159, 
Winston  Salem,  NC  27101 ,  by  Dec.  1 . 

For  more  information: 

(800)  642-0925,  Ext.  7278 
or  E-mail:  emcgehee@w-s-journal.com 


DYNAMIC  WRITERS:  Ambitious  weekly 
newspaper/magazine  seeks  reporters 
who  can  cultivate  various  beats  and 
spin  a  story  with  style.  Lots  of  project 
reporting  in  this  historic,  coastol  Zone 
4  market.  Three  years  of  daily  experi¬ 
ence  preferred  but  will  consider  recent 
graduate  with  potential  to  shine.  We're 
moving  quickly  to  fill  spots.  Salary  35K 
to  40K.  Send  resume  and  clips  to  Box 
08666,  Editor  &  Publisher. 


EDITOR  -  7,000  paid  daily  in  north 
central  Indiana  seeks  dedicated 
journalist  to  lead  award-winning,  6- 
day  community  newspaper.  Position 
leads,  trains  and  supervises  a  staff  of 
eight  in  modern,  tech-friendly  (Mac/ 
Quark)  environment.  Send  resume, 
clips,  references,  salary  history  to  Box 
08669,  Editor  &  Publisher. 


EDITOR  for  quality,  full-color  Zone  2 
weekly  group.  Great  professional 
opportunity  in  a  community  offering 
the  finest  schools,  recreation  and 
culture.  Salary  to  90K  for  the  ideal 
candidate.  Benefits  and  relocation 
allowance  too.  Send  a  full  report  to 
Box  08677,  Editor  &  Publisher. 


EDITOR,  Zone  3,  group  owned,  histori¬ 
cal,  rural,  paid,  3,500  weekly.  Write 
news,  sports  and  opinions,  shoot 
pictures,  paginate  pages.  Help  us 
improve  and  grow.  Stable  community. 
Daily  competition  close  by.  Salary, 
health  insurance,  401  (k).  Send  resume 
to  Box  08680,  Editor  &  Publisher.  Must 
include  salary  history. 


[ 


The  communication 
link  of  the 
newspaper 
industry  every 
week  since  1884. 


_ EDITORIAL _ 

EDITOR/CONTENT  MANAGER  for 
award-winning  website  on  children's 
issues,  www.kidscampaigns.org,  at  the 
Benton  Foundation  in  DC.  Organize 
material,  work  with  writers,  assign  and 
edit  features.  Experience  reporting  on 
social  issues,  writing  for  the  web. 
Masters  Degree,  excellent  organiza¬ 
tional  and  writing  skills  required.  Full 
time,  excellent  benefits.  Send  resume 
plus  3  writing  samples  to  Benton  Foun¬ 
dation,  1 634  Eye  Street,  NW,  1 1  th 
Floor,  Washington,  DC  20006. 

Or  fax:  (202)  638-5771 
E-mail:  julielin@benton.org 


EDITOR/REPORTER.  Major  interna¬ 
tional  news  agency  seeks  experienced 
journalist  for  its  Washington  desk. 
Solid  knowledge  of  French  and 
I  Spanish  required.  Send  resumes  and 
clips  to  Agence  France  Presse,  1015 
1 5th  Street  NW,  Suite  500,  Woshing- 
I  ton,  DC  2(XX)5.  Attn:  Charlie  Whelan 


I  EDITOR:  Houston  Voice,  the  weekly 
I  gay  and  lesbian  newspaper  for  the 
I  country's  fourth  largest  city,  seeks  an 
I  aggressive,  experienced,  professional 
journalist  with  management  back¬ 
ground.  Be  well-versed  in  newspaper 
j  operation,  work  well  under  deadlines 
'  and  thrive  in  a  team  environment, 
j  Excellent  writing,  copy-editing  ond 
1  communication  skills.  Proficiency  with 
!  MSWord  and  QuarkXPress  preferred, 

■  not  required.  Competitive  salary  and 
j  benefits. 

,  REPORTER:  Southern  Voice,  Atlanta's 
I  gay  and  lesbian  newspaper,  seeks  a 
!  motivated,  hard-working  journalist  with 
!  at  least  two  years  of  hard  news  experi- 
I  ence. 

Resumes  to  Personnel,  Houston  Voice, 
I  500  Lovett  Blvd.,  Suite  200,  Houston, 
1  TX  77006. 

I  Fax:(713)529-9531 

i  E-mail:  editor@houstonvoice.com 
No  phone  calls,  please.  EOE 


I  EDITOR 

Established  North  Carolina  Business 
!  weekly  seeking  editor  to  manage  and 
j  motivate  a  staff  of  eight  professional 

journalists.  Expected  to  have  a  visible 
1  presence  in  business  community 
I  activities.  A  minimum  of  three  years 
1  editing  a  weekly  or  doily  required.  Busi- 
!  ness  News  experience  helpful.  Good 
I  benefits.  Reply  with  examples  of  work, 
j  resume,  cover  letter,  recent  salary  his- 
;  tory  to  Publisher,  Triad  Business  News, 
I  P.O.  Box  1 8249,  Greensboro,  NC 
i  27419. 


;  EDITOR 

;  Legal  daily  newspaper  seeks  experi- 
!  enced  editor  to  assign  and  line-edit 
stories,  perform  some  copyediting  and 
:  headline  writing.  Should  have 
!  initiative,  good  news  judgment  and  be 
I  able  to  work  under  deadline  pressure, 
i  Legal  training  is  useful  but  not 
I  required.  Interest  in  legal  issues  and 
j  personalities  is  vital.  Send  resume  and 
clips  to  Editor,  San  Francisco  Daily 
Journal,  1 390  Market  Street,  Suite 
1210,  ^n  Francisco,  CA  941 02. 


_ EDITORIAL _ 

EDITOR 

Nashville  based,  international  trade 
publication  seeks  an  editor  to  help 
transition  this  highly  successful  105 
year  old  live  entertainment  newsweekly 
into  the  next  millennium.  The  ideal 
candidate  will  possess  o  sharp, 

I  creative  mind,  the  ability  to  understand 
and  anticipate  the  needs  of  our 
readers,  exemplary  people  skills  and 
the  ability  to  manage  and  motivate  a 
staff. 

Applicants  should  have  a  college 
I  degree,  o  proven  editorial  track  record 
and  management  experience. 

Send  resume  along  with  salary  history 
to: 

Publisher 

I  Amusement  Business 

P.O.  Box  24970 

j  Nashville,  TN  37202 

No  phone  calls,  please 
j  Equal  Opportunity  Employer 


_ EDITORIAL _ 

EDITORS,  COP  REPORTERS 
If  you  can't  stand  boilerplate  news  and 
have  the  gumption  to  demand  better, 
come  work  with  us  at  The  York  Dis¬ 
patch  and  Sunday  News.  We  need 
two  editors  and  a  night  police  reporter 
who  understand  why  a  paper  must  be 
aggressive,  independent  and  fair  or 
I  risk  being  uncompetitive  and  irrelevant 
j  in  today's  media  market.  One  editor 
(  will  oversee  a  zoned  Sunday  edition  of 
our  paper;  the  other  will  oversee 
j  freelancers  reporting  on  our  72 
!  municipalities  and  16  school  districts, 
editing  the  news  for  a  daily  roundup 
page  and  for  use  elsewhere  in  the 
j  newspaper.  Candidates  should  send 
I  work  samples,  resume  and  a  letter  to 
manoging  editor  Deeno  Gross,  P.O. 
Box  2807,  York,  PA  17401. 


FEATURES  WRITER 

^  Lawyers  Weekly  USA,  a  national  legal 
I  newspaper  based  in  Boston,  is  seeking 
j  an  experienced  features  writer. 
Responsibilities  include  writing  in-depth 
features  on  a  variety  of  subjects  includ¬ 
ing  innovative  trial  strategies,  emerg¬ 
ing  practice  areas,  marketing,  person¬ 
nel  management,  and  technology. 


j  EDITORS  &  WRITERS  WANTED. 

Monthly  bulletin  lists  200-t-  current 
;  openings  nationwide.  Entry/early 
!  career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washing- 
;  ton,  DC  2001 6;  (703)  506-4400. 


EDITORIAL 


A  law  degree  or  legal  reporting  expe- 
:  rience  is  a  plus,  but  not  required. 

Applicants  should  send  a  resume, 
I  cover  letter  and  clips  to  Bill  Ibelle, 
‘  features  editor.  Lawyers  Weekly  USA, 
41  West  Street,  Boston,  MA  021 1 1 . 


EDITORIAL 


Newluiies 


New  Times  is  looking  for  Writers  and  Editors  for  the  recently 
purchased  65,000-circulation  Cleveland  Scene.  We  will  be 
expanding  the  music  and  entertainment  weekly  soon  to  include  local 
news  and  features,  and  we  are  accepting  applications  now  for  the 
following  full-time  editorial  positions: 


EDITOR 


Scene  is  ready  to  hire  an  experienced  lead  editor,  someone  with 
exceptional  news  judgment  who  can  guide  a  new  staff  of  news  and 
feature  writers,  both  beginning  and  accomplished.  Excellent 
writing/editing/story  idea  skills  a  must. 


MANAGING  EDITOR 


This  position  requires  fine  writing  and  editing  skills  and  the  ability  to 
help  staffers  produce  superior  stories.  The  M.E.  supervises  the  day- 
today  editorial  operation. 


■-LMJ4Vl=UJd=bl 


There  are  several  openings  for  news  and  feature  writers  who  can 
create  magazine-length  stories  based  on  in-depth  reporting. 


Scene  offers  competitive  salaries  and  benefits.  To  apply,  send  cover 
letter,  resume  and  clips  to  the  address  below.  Writer  candidates 
should  also  submit  a  list  of  tightly  focused  story  ideas.  Prospective 
editors  will  be  asked  to  complete  an  extensive  editing  test. 


Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
De.wer,CO  80217 
No  phone  calls  or  E-mail,  please 
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CLASSIFIED 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)929-1259  «  hazelpQmediainfo.com 


HELP  WANTED 


_ EDITORIAL _ 

EDUCATION  REPORTER  for  2X  weekly 
in  Central  FL.  Must  be  able  to  do  it  all, 
news  briefs  and  in-depth  stories,  in  com¬ 
petitive  market.  Good  pay,  benefits. 
Send  clips,  resume  to  Bill  Orben, 
editor,  Osceola  News-Gazette,  P.O. 
Box  422068,  Kissimmee,  FL  34742. 

Web  site;  www.oscnewsgazette.com 


GAZETTE  NEWSPAPERS,  a  growing 
newspaper  group  in  the  Maryland  sub¬ 
urbs  and  a  subsidiary  of  The  Washing¬ 
ton  Post  Company,  seeks  to  fill  two 
openings: 


SENIOR  EDITOR 

Seeking  an  experienced  editar  with 
deep  commitment  to  community  jour¬ 
nalism  to  help  direct  our  management 
team.  Successful  candidate  wilFbe  an 
outstanding  story  editor,  manager, 
teacher  and  leader.  Excellent  salary 
and  benefits.  Send  cover  letter,  resume 
to  Donna  Johnson,  Human  Resources. 

LAYOUT/COPYEDITOR 
Seeking  editor  for  its  fast-paced  layout 
desk.  Responsibilities  will  include  work 
on  two  high-profile  business  maga¬ 
zines.  The  ideal  candidate  will  have 
strong  page  design  and  editing  skills 
and  extensive  experience  with  QuarkX¬ 
Press.  Knowledge  of  Illustrator  or 
Freehand  is  a  plus.  Send  cover  letter, 
resume  and  work  samples  to  Mark 
Wood,  graphics  editor.  Send  E-mail 
applications  to  mwood@gazette.net 

Gazette  Newspapers 
1 200  Quince  Orchard  Blvd. 

Gaithersburg,  MD  20878 


GRAPHIC  ARTIST 

The  Waterloo  Courier,  the  winner  of 
Iowa  and  national  general  excellence 
awards,  has  an  opening  for  on  artist  to 
do  illustrations,  infographics  and  page 
design.  Must  have  working  knowledge 
of  QuarkXPress,  Photoshop,  Illustrator 
and  Freehand.  The  Courier  is  a 
48,000  PM  daily  in  Northeast  Iowa. 
Send  resume  and  samples  of  work  to 
Saul  Shapiro,  editor.  Courier,  P.O.  Box 
540,  Waterloo,  lA  50704. 


_ EDITORIAL _ 

EXECUTIVE  EDITOR 

,  The  American  Legion  Magazine  with  a 
monthly  circulation  of  2.7M  is  in 
i  immediate  need  of  an  Executive  Editor. 

I  Journalism  4  year  degree  and  5+ 
i  years  magazine  experience  required. 

Responsible  for  editorial  planning,  staff 
i  supervision,  and  overall  day-to-day 
I  operations.  Reports  to  Publisher. 

!  Legion-eligible  veteran  preferred.  We 
offer  a  competitive  salary  and  excellent 
benefits. 

;  For  consideration  please  send  letter  of 
I  application  and  resume  to  Director, 
Human  Resources,  P.O.  Box  1055, 

!  Indianapolis,  IN  46206- 1 055. 

'  EOE 


:  GREATER  BOSTON  EDITOR  IN  CHIEF 

I 

The  Greater  Boston  Editor  in  Chief  will 
manage  Community  Newspaper  Com¬ 
pany's  metro  group  of  1 3  weeklies  and 
I  one  daily  in  Greater  Boston,  including 
the  TAB  newspapers,  with  a  staff  of  65. 
Candidates  must  have  proven  track 
j  record  in  managing  and  mativating 
'  sizable  news  operations  and  catalyz¬ 
ing  editorial  innovation.  The  ideal  can- 
;  didate  also  should  have  budget  man- 
I  agement  and  editorial  project  experi- 
i  ence.  Minimum  five  years  of  newspa¬ 
per  management  experience  required, 
j  Send  resume  and  clips  to  Vicki  Ogden, 
Community  Newspaper  Company, 
254  Second  Avenue,  Needham,  MA 
02494. 

j  Community  Newspaper  Company  is 
Greater  Boston's  fastest  growing  media 
I  company.  CNC  publishes  90  weekly 
newspapers,  20  shoppers,  2  dailies 
i  and  numerous  niche  products  reaching 
1 .4  million  readers  weekly.  Our  ABC 
I  audited  paid  circulatian  is  414,118 
and  our  free  weekly  circulation  is 
i  528,024. 


_ EDITORIAL _ 

[  INFOGRAPHICS  JOLJRNALIST 

'  The  News  &  Observer  has  an  opening 
for  a  top-notch  graphic  artist.  We  are 
looking  for  someone  who  is  ambitious 
and  can  handle  deadline  and 
enterprise  informational  graphics.  Twa 
I  years  of  publishing  experience 
i  required,  daily  newspaper  experience 
j  preferred  ancf  a  good  sense  of  humor 
wouldn't  hurt.  E-mail  your  interest 
j  immediately  to  Graphics  Editor  Lina 
I  Lawson  at  llawson@nando.com.  Send 
!  your  resume,  a  list  of  references,  an 
I  autobiography  and  non-returnable 
'  work  samples  to  Melanie  Sill,  manag¬ 
ing  editor.  The  News  &  Observer,  215 
S.  McDowell  Street,  Raleigh,  NC 
1  27602. 


JOURNALIST/LEGAL  AFFAIRS  EDITOR 


The  American  Motorcyclist  Association, 
a  200,000-t-member  national  motorcy¬ 
cling  organization  located  in  Westerville, 
j  Ohio  (a  suburb  of  Columbus),  is  seeking  a 
I  Journalist/Legal  Affairs  Editor.  Respon¬ 
sibilities  include  writing  and  editing  news 
I  and  feature  stories  and  press  releases 
i  primarily  on  legislative  affairs. 


This  job  requires  a  degree  in  journal¬ 
ism,  3-5  years  experience  injhe  field 
and  strong  writing  and  verbal  commu¬ 
nications  skills.  Motorcycling  experi¬ 
ence  a  plus. 


j  The  AMA  offers  a  competitive  salary, 
1  an  excellent  benefits  package  and  a 
j  friendly  work  atmosphere. 

i  Qualified  applicants  should  send 
j  resume  with  writing  samples  and 
[  salar-  requirements  to: 

i  American  Motorcyclist  Association 
j  Human  Resources  Director 

j  Legal  Affairs  Editor 

I  33  Collegeview  Road 

i  Westerville,  OH  4308 1 

j  Na  phone  calls,  please 

I  An  Equal  Opportunity  Employer 


_ EDITORIAL _ 

INVESTIGATIVE  REPORTER 
The  Daytona  Beach  News-Journal 
seeks  an  experienced,  aggressive 
investigative  reporter  to  help  sustain 
our  tradition  of  hard-hitting,  prize¬ 
winning  journalism.  We  want  an 
energetic  digger  who  is  skilled  in  work¬ 
ing  sources,  probing  public  records 
and  doing  computer-assisted  research. 
The  right  candidate  will  also  be  a 
polished  writer  who  can  produce  well- 
crafted  stories  that  inform  readers  and 
provoke  action.  Please  send  letter, 
resume  and  clips  to  Don  Lindley, 
managing  editor.  The  Daytona  Beach 
News-Journal,  P.O.Box  2831,  Daytona 
I  Beach,  FL  321 20. 


JOIN  OUR  aggressive  news  team  as 
general  assignment  reporter.  Monday- 
Soturday  PM  located  in  North  Central 
Illinois.  Editing  and  layaut  experience 
helpful.  Previous  newspaper  experi¬ 
ence  and  knowledge  of  local  gov¬ 
ernment  helpful.  Excellent  benefits. 
Send  clips  and  resume  to  Joyce 
McCullough,  NewsTribune,  426  Sec¬ 
ond  Street,  La  Salle,  IL  61 301 . 


LOCAL  EDITOR 

The  Southern  Illinoisan,  an  award¬ 
winning  30,000  daily,  36,000  Sunday 
j  regional  newspaper  is  looking  for  an 
editor  to  help  us  plan  and  develop 
I  daily  and  weekend  news  and  feature 
I  packages  to  serve  a  large  and  diverse 
j  readership.  The  successful  candidate 
:  must  be  able  to  meld  editing  skills  with 
people  skills,  to  serve  as  a  coach  for 
our  reporters,  and  work  with  other 
editors  and  artists  to  plan  content 
which  fits  with  strategic  news  directions 
developed  from  ongoing  reader  re¬ 
search. 

'  Send  resume  and  cover  letter  to: 
j  Bette  Ligon 

I  Human  Resource  Manager 

j  Southern  Illinoisan 

!  P.O.  Box  2 108 

j  Carbondale,  IL  6290 1 

EOE/M/F 

I  PLEASE,  NO  PHONE  CALLS 


In  addition  to  our  monthly  feature,  Editor  &  Publisher 
devotes  a  special  Recruitment  Section  once  a  year  to 
highlight  issues  that  affect  both  employees  and 
human  resource  professionals  at  newspapers.  Re¬ 
cruitment  needs  today  are  ever-changing.  We  cover 
many  topics  including  how  vast  technological 
advances  are  creating  new  positions  and  the  need  for 
individuals  with  specialized  skills. 


To  place  an  advertisement  in  any  of  these  sections  call  the 
E&P  Classified  Department  (212)  675-4380.  Ext.  171. 


1998/1999  Recruitment  &  HR  Features: 


Issue  Dates: 
NOVEMBER  21 
DECEMBER  19 
JANUARY  16 


Space  Deadlines: 
NOVEMBER  1 1 
DECEMBER  9 
JANUARY  6 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

LOCAL  NEWS  EDITOR  --  50,000- 
circulation  suburban  daily  seeks  a 
skilled,  imaginative,  and  energetic 
copy  and  assignment  editor  to 
supervise  seven  local  news  reporters. 
Send  letter,  resume,  and  work  samples 
to  Chris  Powell,  managing  editor. 
Journal  Inquirer,  Box  510,  Manchester, 
a  06045-05 10. 


MANAGING  EDITOR  j 

Manage  editorial  content  for  hunting/  i 
conservation  organization's  bi-monthly  j 
magazine,  monthly  newspapers  in  i 
North  America/Africa  and  annual  j 
record  books.  Requires  strong  editing/ 
writing  skills,  knowledge  of  big  game  | 
hunting  and  5-10  years  experience,  j 
Publishing  business  experience  pre¬ 
ferred  and  could  result  in  rapid  advance-  | 
ment.  Generous  benefits  include  I 
employer-contributed,  tax-deferred  sav¬ 
ings  plan,  medical/dental  plans.  Salary  j 
commensurate  with  experience.  Send 
resume/salary  history/references  to 
Director  of  Publications,  Safari  Club 
International,  4800  West  Gates  Pass 
Road,  Tucson,  AZ  85745.  Fax  ta  (520) 
617-0233. 


MANAGING  EDITOR:  The  Junction 
City  Doily  Union,  a  7,500  afternoon 
daily  and  Sunday  AM  in  Northeast 
Kansas,  has  an  immediate  opening  for 
an  experienced  Managing  Editor.  An 
Assistant  ME  with  excellent  writing,  edit¬ 
ing,  and  leadership  skills,  a  good  eye 
for  layout  and  design,  and  a  strong  com¬ 
mitment  to  local  news  would  be  con¬ 
sidered.  We  paginate  on  a  Baseview 
front-end  system.  Excellent  salary  and 
fringe  benefits.  Send  resume  to  Roland 
Waechter,  general  manager,  Mont¬ 
gomery  Communications,  Inc.,  P.O.  Box 
129,  Junction  City,  KS  66441.  Work 
(785)  762-5000  or  Home  (785)  238- 
3901. 


MANAGING  EDITOR:  Ready  to  take 
charge  of  a  medium-size  daily's  news¬ 
room,  armed  with  a  fresh  reader- 
ship  study  and  a  new  redesign?  We're 
read  by  88  percent  of  the  households 
in  our  market,  but  we're  aiming  at  mak¬ 
ing  some  “occasional  readers”  into 
“regular  readers”.  We're  good,  but  we 
want  to  be  the  best  -  for  our  readers. 
The  managing  editor  will  be  the  key 
person  in  achieving  that  task,  supervis¬ 
ing  the  news,  features  and  sports  con¬ 
tent.  The  ME  reports  to  the  editor, 
should  be  strong  in  leadership,  innova¬ 
tion  and,  most  importantly,  change. 
You  don't  need  to  know  all  the 
answers,  we're  looking  for  someone 
with  many  of  the  right  questions. 
We're  a  26,000  daily  AM,  an  hour 
away  from  Indianapolis  and  Louisville 
and  next  door  to  Fall  favorite  Brown 
County.  Excited  yet?  We're  the  126- 
year-old  flagship  paper  of  an  inde¬ 
pendently  owned,  growing  group. 
Send  cover  letter  and  resume  along 
with  samples  of  your  work  to  Harleen 
Cutrell,  administrative  manager.  The 
Republic,  333  Second  Street,  Col¬ 
umbus,  IN  47201 . 


_ EDITORIAL _ 

MANAGING  EDITOR  i 

We're  seeking  a  mentor,  coach,  part-  i 
ner,  and  first-class  assignment  and  line  j 
editor  rolled  into  one.  We're  an 
aggressive  50,000  Zone  2  doily  and  | 
Sunday  in  a  competitive  market.  Send  ! 
us  some  clips,  a  resume  and  a  letter  , 
about  your  philosophy.  Reply  to  Box  ! 
08672,  Editor  &  Publisher. 


MANAGING  EDITOR 

In  a  period  of  fluff  and  puff  and 
featurized  “alternative”  publications,  j 
we  adhere  to  traditional  NEWSpaper  | 
standards.  Candidates  should  share 
these  values  and  have  experience  put-  | 
ting  them  into  practice.  Our  successful, 
expanding,  20-year-old  company  i 
offers  an  excellent  compensation  and  ; 
benefits  package  and  an  outstanding  ' 
work  environment.  Send  a  letter 
describing  your  view  of  community  . 
journalism,  along  with  a  resume,  work  | 
samples  and  salary  history  or  require¬ 
ments  to  Editor  Ed  Weintrob,  Brooklyn 
Papers,  26  Court  Street,  Brooklyn,  NY 
1 1 242.  E-mail:  Edited@AOL.COM  : 

MARYLAND'S  BEST  mid-sized  daily 
has  an  immediate  opening  for  a  Com¬ 
munity  Reporter.  The  Herald-Mail  has  ' 
won  more  awards  than  any  other  1 
paper  its  size  for  six  years  running  in  ! 
the  Maryland/Delaware/D. C.  Press  j 
Association  contest.  If  you'd  like  to  be  ' 
I  part  of  our  team,  please  send  cover  let- 
'  ter,  resume  and  salary  requirements  to 
Dave  Elliott,  personnel  director.  The 
I  Herald-Mail  Co.,  P.O.  Box  439, 

;  Hagerstown,  MD  21740. 


MINNEAPOLIS  STAR  TRIBUNE 
I  CONSUMER  TEAM  LEADER 
;  Seeking  consumer  savvy  writer/editor 
,  for  new  position  on  our  business  staff. 

I  You  will  supervise  three  reporters,  edit 
!  the  weekly  homes  section  and  work 
'  with  beat  reporters  around  the 
newsroom  to  generate  high-profile  con- 
'  Sumer  news  stories.  You  will  also  have 
an  opportunity  to  write  stories  as  well. 

:  To  apply,  send  letter  of  application  and 
I  resume  to  Brenda  Rotherham,  recruit- 
!  ing  coordinator,  425  Portland  Avenue, 

!  Minneapolis,  MN  55488.  (800)  829- 
^  8742,  ext.  4422.  E-mail: 

I  rothebe@^.startribune.com 
I  Apply  by  Friday,  November  1 3. 

!  McClatchy  Newspapers  of  Sacramento 
own  the  Star  Tribune,  an  equal  oppor- 
j  tunity  employer.  We  are  the  16th 
largest  daily  newspaper  in  the  country, 
I  with  a  circulation  of  387,412  and  the 
,  1 2th  largest  Sunday  paper  at  668,466 


I  MUSIC  EDITORS 

New  Times  has  immediate  openings 
I  for  music  editors  at  its  weekly  news- 
:  papers  in  Houston,  San  Francisco  and  Ft. 

'  Lauderdale.  Strong  writing  skills  essential . 
Job  entails  planning/  editing  music 
section,  hiring  freelance  reviewers,  and 
writing  a  local  music  column  as  well  as 
non-music  feature-length  pieces.  Send 
cover  letter,  resume  and  five  best  clips  to: 
Andy  Van  De  Voorde,  executive  associate 
j  editor.  New  Times,  Inc.,  P.O.  Box  5970, 
j  Denver,  CO  80217.  No  calls  or  E-mail, 
1  please. 


_ EDITORIAL _ 

METRO  EDITOR  -  40,000  PM  daily 
seeks  a  metro  editor  to  direct  daily 
local  news  coverage.  Our  emphasis  is 
on  enterprise  reporting,  not  meeting  cov¬ 
erage,  and  working  on  the  front  end 
with  reporters  on  news-gathering  and 
writing.  Candidates  should  have  word¬ 
editing  and  management  experience. 
The  metro  editor  supervises  about  20 
people.  Minimum  requirements:  Seven 
years  of  professional  newspaper  expe¬ 
rience;  demonstrated  ability  to  motivate 
others  and  juggle  many  tasks  at  once; 
excellent  word-editing  skills;  understan¬ 
ding  of  FOIA  and  computer-assisted 
reporting.  Competitive  salary  and 
benefits.  Equal  opportunity  employer. 
Send  resume,  six  reporting  clips  or  edit¬ 
ing  samples,  ana  names  of  three 
references  to: 

Eileen  Lehnert 
Managing  Editor 
Jackson  Citizen  Patriot 
21 4  S.  Jackson 
Jackson,  Ml  49201  -2232 


NEWS  AND  SPORTS  COPY  EDITORS 
Due  to  staff  expansion,  the  Times 
Union  is  looking  for  experienced  copy 
editors/paginators  for  the  news  and 
sports  desks.  Language  skills,  sharp 
head  writing  and  crisp  layouts  are  the 
standard  for  success  here  in  New 
York's  competitive  Capital  Region 
market.  Compensation  is  $41,000+ 

!  with  liberal  benefits.  Send  resume  and 
'  published  work  samples  to  either  Mike 
Spain  (mspain@timesunion.com),  assis- 
'  tant  managing  editor,  or  Bill  Callen 
1  (bcallen@timesunion.com),  sports  editor, 
I  Times  Union,  Box  1 5000,  Albany,  NY 
12212. 


_ EDITORIAL _ 

PHOTO  EDITOR  -  International  news 
organization  seeks  photo  editor  with 
newspaper  or  agency  experience;  lan¬ 
guage  skills  a  plus;  Zone  2.  Reply  to 
Box  08659,  Editor  &  Publisher. 


I  POLITICAL  EDITOR  -  National  news 
^  service  seeks  a  political  editor  (or  Cali- 
{  fornia,  based  in  Sacramenta.  Directs 
coverage  of  politics  and  state  gov¬ 
ernment.  Supervises  six  reporters  and 
!  two  photographers;  coordinates  cov¬ 
erage  with  other  bureaus.  Experience 
j  in  political  journalism  for  doily  news¬ 
paper  or  wi  re  service  requi  red;  supervi  so- 
,  ry  experience  preferred.  Reply  to  Box 
08679,  Editor  &  Publisher. 


‘  REPORTER:  The  Daily  Record,  a  sub- 
j  sidiary  of  Gannett  Company  Inc.  which 
has  sales  of  over  $4  billion  annually,  is 
seeking  top-notch  community  reporters 
i  who  have  two  years  of  full-time  daily 
i  experience  or  recent  J-school  gradu¬ 
ates  with  brilliant  clips.  We're  a 
I  53,000  circulation  daily  in  northern 
'  New  Jersey.  We  offer  a  competitive 
I  salary  plus  a  comprehensive  benefits 
,  package  including  pension  and  401  (k). 

Send  letter,  resumeandyourfivebestclips 
;  to  Jim  McGarvey,  assistant  managing 
'  editor.  Doily  Record,  P.O.  Box  217, 

.  Parsippany,  NJ  07054-0217.  EOE 
!  M/F/V/H 

REPORTER  -  Strong,  Web-sawy  weekly 
in  great  town  seeks  reporter  with  2 
i  years  experience.  Salary  mid-$20s 
,  with  good  benefits.  Send  letter, 
i  resume,  5  clips  to  Editor,  The  Fauquier 
Citizen,  P.O.  Box  3430,  Warrenton, 
1  VA20188. 


NEWS  EDITOR:  The  Sioux  Falls  Argus 
Leader,  the  largest  newspaper  in  South 
Dakota,  is  looking  for  a  word  editor/ 
designer  to  lead  its  news  desk.  This  is  a 
senior  management  position,  responsi¬ 
ble  for  editing  and  design  of  the  news 
sections.  Send  resume  to  Pete  Ellis, 
managing  editor,  P.O.  Box  5034, 
Sioux  Falls,  SD  57117-5034.  Call 
(605)  331-2308. 


:  NFL  TEAM  newsparjer  is  looking  for 
I  someone  in  the  Oakland,  CA  area  to 
j  cover  the  Raiders.  Writing/editing,  call 
(800)  932-4557  ext.  13.  Ask  for 
i  Brian.  Available  immediately. 


I  REPORTER  NEEDED  for  6,500  circula- 
'  tion  weekly  covering  Mackinac  County 
I  at  the  gateway  to  Michigan's  Upper 
Peninsula.  Good  training,  experience, 
i  benefits.  Professional  publication.  Won¬ 
derful  communities,  beautiful  environ- 
1  ment.  Send  letter,  samples,  resume  to 
Wesley  Maurer,  publisher.  The  St. 

'  Ignace  News,  P.O.  Box  277,  Saint 
Ignoce,  Ml  49781 . 


REPORTER  with  some  experience  for 
I  22,000-circulation  daily.  Send  clip- 
I  pings  and  resume  to  Mike  Rouse, 
;  editor,  Goldsboro  News-Argus,  P.O. 
’  Box  1 0629,  Goldsboro,  NC  27534. 


In-Column  Advertisements 
Tuesday  noon  (EST)  for  following  Saturday  issue 
Classified  Display 

Friday  5pm  (EST)  8  days  prior  to  publication 
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HELP  WANTED 


_ EDITORIAL _ 

REPORTER:  9,000  circulation  com¬ 
munity  doily  with  metro  news  aspira¬ 
tions  seeks  energetic  reporter  with  solid 
writing  skills.  Must  hove  sense  of  com¬ 
munity,  enterprise  and  teamwork. 
Obnoxious?  We're  not  interested. 
Editor  is  veteran,  publisher  is  former 
metro  editor,  so  there's  great  opportu¬ 
nity  to  learn.  Send  resume,  job 
references,  introductory  letter  to  Bette 
Pearce,  managing  editor,  Norwalk 
Reflector,  P.O.  Box  71,  Norwalk,  OH 
44857.  FAX:  (419)668-3771. 

Website:  www.goreflector.com 

REPORTER 

Daily  newspaper  in  Chicago  metro 
region  seeks  aggressive,  assertive 
crime  reporter  who  thrives  on  getting 
obligatory  blotter  items  done  fast  in 
order  to  devote  time  to  colorful  stories 
about  villains,  victims  and  everything  in 
between.  Send  resume  and  clips  to  Jon 
Drummond,  assistant  managing  editor. 
The  News  Sun,  100  W.  Madison 
Street,  Waukegan,  IL  60085. 


REPORTER 

Legal  daily  newspaper  seeks  experi¬ 
enced  reporter  to  cover  civil  courts, 
other  legal  news.  Must  have  initiative, 
good  news  judgment  and  write  well 
under  deadline  pressure.  Legal  training 
is  useful  but  not  required.  Interest  in 
legal  issues  and  personalities  is  vital. 
Send  resume  and  clips  to  Editor,  San 
Francisco  Daily  Journal,  1 390  Market 
Street,  Suite  1210,  San  Francisco,  CA 
94102. 


REPORTERS  and  COPY  EDITORS 

Award-winning  regional  newspaper 
seeks  reporters  and  copy  editors 
interested  in  being  part  of  a  growing, 
aggressive  newsroom. 

The  Omaha  Warld-Herald  is  an  agen¬ 
da-setting  newspaper  that  publishes 
five  daily  editions,  mornings  and  eve¬ 
nings,  for  delivery  throughout  Nebraska 
and  western  Iowa  as  well  as  ta  com¬ 
munities  in  Colorado,  South  Dakota, 
Kansas  and  Missouri.  With  circulation  of 
220,000  daily  and  280,000  Sunday, 
The  World-Herald  is  delivered  to  more 
homes  in  the  Midlands  than  any  other 
newspaper. 

Reporters  for  our  news  or  business  sec¬ 
tions  should  contact  Assistant  Manag¬ 
ing  Editor  Jeff  Gauger.  Copy  editors 
for  our  news  and  sports  desks  should 
contact  Assistant  Managing  Editor 
Joanne  Stewart.  (800)  284-6397. 

REPORTERS 

Can  you  tell  a  good  story  from  the 
local  angle?  Do  you  know  how  to  use 
a  camera?  Have  you  ever  heard  of 
Quark?  The  Alliance  Review  and  its 
weekly  division  seeks  full  and  part  time 
reporters  with  experience  and  or  edu¬ 
cation  and  an  interest  in  community 
journalism.  Send  resume  and  clips  to 
Michael  Patterson,  editor.  The  Alliance 
Review,  P.O.  Box  2180,  Alliance,  OH 
44601 .  Phone:  (330)  821-1300. 


_ EDITORIAL _ 

REPORTERS 

The  Pittsburgh  Business  Times,  named  I 
the  best  weekly  in  Pennsylvania,  seeks  I 
resumes  and  writing  samples  from  j 
journalists  with  three  to  ten  years 
newspaper  experience.  Please  send 
five  clips  to  Editor,  Pittsburgh  Business 
Times,  2313  East  Carson  Street,  Suite 
j  200,  Pittsburgh,  PA  1 5203. 


REPORTER 

THE  KEENE  SENTINEL  seeks  enterpris-  j 
ing  reporter  for  award-winning  news-  ' 
room.  Essential:  Ability  to  take  the  read¬ 
er  beyond  meetings  and  inta  the  story,  i 
1  Experienced  7-day  editing  staff  will  help  I 
j  strongreportersgrow.  Bonus:  Presidential  1 
primaries  already  in  gear.  In  beautiful, 
econamically  vibrant  southwestern  New 
I  Hampshire.  Contact  Tom  Kearney,  exec-  | 
]  utive  editor,  at  tfk@keenesentinel.com  or 
{  fax  (603)  352-0437,  or  write  to  P.O.  Box  . 
I  546,  Keene,  NH  03431 .  Web  site  at:  | 

www.keenesentinel.com  ] 


REPORTER 

The  Waterloo  Courier,  the  winner  of  [ 
I  Iowa  and  national  general  excellence 
1  awards,  has  an  opening  for  a  general  j 
i  assignment  reporter  to  cover  a  five-  i 
county  area.  Will  be  part  of  a  five-  i 
person  regional  desk  working  out  of  j 
the  main  office.  Send  resume  and  sam¬ 
ples  of  work  to  Saul  Shapiro,  editor. 
Courier,  P.O.  Box  540,  Waterloo,  lA 
I  50704. 


ROOM  TO  WRITE 

I  New  Times  is  looking  for  experienced 
I  news  and  feature  writers  to  staff  its 
I  hard-hitting  weekly  papers  in  Phoenix, 
t  Denver,  Miami,  Dallas,  Hauston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 

■  Cleveland  and  St.  Louis.  We  publish  in- 
i  depth,  well-crafted  stories  that  explore 
the  issues,  events  and  personalities  that 
j  make  our  communities  tick.  Our  stories 
inform  and  entertain  readers,  provoke 
^  strong  reactions  and  win  national 
awards. 

I  If  you  understand  the  difference  between 
]  magazine-style  reporting  and  the  hur- 
I  ried  fact-finding  of  daily  papers,  if  your 
I  copy  is  as  much  a  pleasure  to  read  as 
!  it  is  well  researched,  we  want  to  hear 
j  from  you.  There  are  immediate  open- 
I  ings  for  news  writers  in  Miami,  Phoenix, 

;  Ft.  Lauderdale,  Cleveland  and  St,  Lauis. 

I  New  Times  is  committed  to  building 
a  diverse  workforce  and  acknowledges 
'  the  needs  of  employees  with  young 
j  families.  We  offer  competitive  salaries 
!  and  benefits... and  all  the  space  yau  need 
to  put  the  news  in  perspective  and  tell  a 
i  good  story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 
Christine  Brennan 
Executive  Managing  Editar 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  8021 7 

I  Include  a  cover  letter;  a  resume;  your 
I  best  clips;  and  three  well-developed, 

I  tightly  focused  story  ideas  from  your 
j  town  that  you'd  pursue  if  you  had  the 
I  time  and  the  space. 


_ EDITORIAL _ 

SEEKING  RESUMES  from  copy  editors, 
reporters  and  experienced  feature 
writers.  Send  to  Mel  Tittle,  Lubbock 
Avalanche-Journal,  P.O.  Box  491,  Lub¬ 
bock,  TX  79408. 


SENIOR  EDITOR 

PRIMEDIA  Intertec  Publishing,  a  fortune 
1000  trade  publishing  company,  is 
recruiting  for  a  Senior  Editor  for  our 
new  magazine,  UTILITY  BUSINESS. 
UTILITY  BUSINESS  is  a  cutting  edge 
journalistic  effort  serving  the  unique 
information  needs  of  top  executives 
and  managers  at  North  American 
electric,  telecommunications,  gas  and 
water  utilities  industries. 

This  position  is  responsible  for 
researching  and  writing  feature  arti¬ 
cles,  idea  development  and  editorial 
planning.  This  full-time  career  oppar- 
tunity  will  involve  some  travel  and  meet¬ 
ing  with  clients  and  readers  and 
requires  a  thorough  understanding  af 
the  industries  served.  A  bachelor's 
degree  in  journalism  or  BA  in  business 
or  English  with  strong  knowledge  of 
utilities  industries  is  required,  along 
with  five  years  writing  and  interviewing 
experiences. 

We  are  a  division  of  PRIMEDIA,  Inc.  of 
New  York  City.  We  offer  competitive 
salaries  and  generous  benefits  includ¬ 
ing  retirement  and  a  401  (k).  If  this 
sounds  interesting  to  you,  please  sub¬ 
mit  your  resume,  writing  samples  and 
salary  requirements  to: 

PRIMEDIA  Intertec  Publishing 
[  Human  Resource  Department,  EPUB-AL 
9800  Metcalf 
Overland  Park,  KS  662 1 2 
I  Fax:(913)967-1846 

i  E-mail:  hris@intertec.com 

'  EOE 


i  SENIOR  EDITOR  -  Washington  City 
I  Paper,  a  leading  alternative  weekly, 
seeks  a  senior  editor  for  news.  Appli- 
j  cants  shauld  have  a  history  of  manag- 
I  ing  writers  and  editing  news  with  an 
emphasis  on  storytelling.  Send  resume, 

1  editing  and  writing  samples,  and  a 
!  cover  letter  that  shows  who  you  are  to 
i  David  Carr,  Washingtan  City  Paper, 
j  2390  Champlain  Street,  NW,  Wash- 
j  ington,  DC  20009. 

I  SOUTH  CENTRAL  Wisconsin  Newspa- 
j  pers,  Inc.  has  openings  for  reporters 
,  and  editors  for  semi-weeklies.  Live  in 
beautiful,  progressive  Wisconsin  and 
work  for  a  dynamic  newspaper  group. 
Send  letter,  resume  and  clips  to  SCWN 
Managing  Editor,  P.O.  Box  1 1 6,  Wis¬ 
consin  Dells,  Wl  53965. 


SPORTS  EDITOR 

’  The  Daily  Times,  1 7,000  daily,  seeks  a 
sports  editor  with  strong  design,  copy 
editing  and  pagination  skills  to  join  a 
I  four-person  sports  staff  in  an  outdoors 
i  oriented  community.  We  emphasize 
I  local  sports  and  want  a  team  player 
j  who  will  take  us  to  the  next  level.  Send 
resume,  samples  and  salary  require¬ 
ments  to  Debbie  Allard,  managing 
editor.  Daily  Times,  P.O.  Box  581, 
i  Portsmouth,  OH  45662. 


_ EDITORIAL _ 

j  SPORTS  EDITOR 

'  The  Moultrie  (GA)  Observer  (7,500 
j  circulation,  6  days)  has  immediate  oppor¬ 
tunity  for  sports  reporter  to  advance 
j  to  sports  editor  in  South  Georgia,  home 
[  of  high  school  football  country.  Strong 
reporting,  editing  and  pagination 
(QuarkXPress)  skills  required.  Must  be 
self-motivated,  organized,  deadline  driv¬ 
en.  Competitive  salary,  benefits  package. 
Send  resume,  clippings  to  S.  Jane  Benton, 
The  Observer,  P.O.  Box  2349,  Moultrie, 
GA  31776,  FAX  (912)  985-  3569  or 
E-mail  at: 

observer@surfsouth.com 


SPORTS  REPORTER/EDITOR  strong  in 
writing,  photography  and  page  layout 
needed  immediately  by  the  El  Campo 
j  Leader-News,  a  6,000  paid  circulation 
semi-weekly  60  miles  west  of  Houston, 
j  J-degree  preferred.  Experience  a  plus. 

Good  starting  salary  and  benefits. 

I  Excellent  athletic  programs  to  cover. 

I  To  apply  call  Christopher  Barbee  at 
I  (409)  543-3363.  Fax  letter  of  applica- 
]  tion,  resume,  references  to  Chris 
I  Barbee  at  (409)  543-0097,  or  mail  to 
’  P.O.  Box  1 1 80,  El  Campo,  TX  77437. 


i  SPRINGFIELD  NEWS-SUN 
COPYEDITOR 

!  The  Springfield  News-Sun,  a  35,000 
*  AM  daily  and  45,000  Sunday  award¬ 
winning  Ohio  newspaper,  has  an  open¬ 
ing  for  a  copy  editor.  Candidate  must 
have  experience  in  pagination,  layout 
and  design.  Salary,  benefits  package 
are  very  competitive.  Send  resume, 
layout  samples  to  Jack  Bianchi,  manag¬ 
ing  editor,  Springfield  News-Sun,  202 
N.  Limestone  Street,  Springfield,  OH 
45503.  Phone:  (937)  328-0362. 

j  STAFF  WRITER:  We  have  an 
immediate  opening  for  a  reporter  on 
our  local  government  beat  wha  can 
meet  deadlines,  handle  spot  news 
assignments  and  look  beyond  meetings 
!  to  come  up  with  stories  that  explain 
j  how  government  actions  affect  our 
I  readers.  Send  resume,  a  caver  letter 
!  and  examples  of  your  work  to  Jim 
Hendricks,  managing  editor.  The 
I  Albany  Herald,  P.O.  Box  48,  Albany, 
'  GA  31702.  Fax  number  is  (912)  888- 
I  9357.  E-mail  address  is: 

albanyh@surfsouth.com 

It's  a 
Classified 
Secret  — 

We'll  never  reveal  the  identity 
of  an  E&P  box  holder.  If  you 
I  don1  want  your  reply  to  go  to  certain 
newspapers  (or  companies),  seal 
i  your  reply  in  an  envelope  addressed 
I  to  the  E&P  Classified  Advertising 
j  Department  with  an  attached  note 
listing  the  newspapers  or  companies 
j  you  do  not  want  the  reply  to  reach.  If 
j  the  Box  Number  you're  answering  is 
I  on  your  list,  we'll  discard  your  reply. 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

THE  BAKERSFIELD  CALIFORNIAN,  an 
emerging  85,000-circulation  daily  in 
Central  California,  has  the  following 
opening  in  its  Sports  Department: 

ASSISTANT  SPORTS  EDITOR:  Primary 
duties  include  supervising  sports  copy 
desk,  layout,  headline  writing  and 
copy  editing.  Supervisory  experience 
and  QuarkXPress  experience  pre¬ 
ferred.  Our  session  is  heavy  on  local 
copy.  The  right  candidate  will  design 
bright  informative  front  pages  and 
inside  pages  and  be  able  to  deal  with 
deadline  pressure.  Our  staff  blends 
youth  and  experience  and  is  committed 
to  excellence.  Three  to  five  years'  daily 
newspaper  experience.  All  applicants 
are  subject  to  a  pre-employment 


EDITORIAL 


EDITORIAL 


EDITORIAL 


physical  and  drug  screen 

Please  send  resume  and  work  samples 
to  Sports  Editor  John  Millman,  The 
Bakersfield  Californian,  P.O.  Bin  440, 
Bakersfield,  CA  93302;  or  E-mail  to: 
imillman@www.bokersfield.com 

THE  BRYAN-COLLEGE  Station  Eagle,  a 
23,000-28,000  daily  and  an  A.H. 
Belo  paper,  has  an  opening  for  a  copy 
editor.  Experience  desired,  but  will  con¬ 
sider  a  top  graduate.  Competitive 
salary,  excellent  benefits  in  a  college 
town.  Resume,  references  to  Joe 
Michael  Feist,  managing  editor.  The 
Eagle,  P.O.  Box  3000,  Bryan,  TX 
77805,  or  ifeist@theeagle.com 

THE  DIOCESE  OF  LA  CROSSE  seeks  a 
FULLTIME  EDITOR  of  the  Times  Review 
(Diocesan  Newspaper) 

The  editor  of  the  Times  Review  directs 
the  operation  of  the  diocesan  newspa¬ 
per  and  has  oversight  responsibility  for 
editorial  policy,  the  production,  advertis- 
ng  and  circulatian  departments  of  the 
iper.  The  editor  writes  editorials,  head- 
ines  and  other  news  articles,  takes  pho¬ 
tographs,  directs  the  general  composition 
including  layout,  copy  selection  and 
editing,  makes  production  assignments, 
develops  the  schedule  of  work,  prepares 
and  monitors  the  operating  budget. 
Qualifications:  A  person  in  full  commu¬ 
nion  with  the  Catholic  Church;  bachelor's 
degree  in  journalism  ar  equivalent 
knowledge  gained  through  related 
education  and  experience;  administra¬ 
tive,  organizational  and  supervisory 
skills.  Salary  range:  $28,CXX)  -  $40,CXX). 
Send  letter  of  introduction,  resume  and 
three  writing  samples  to  TR  Search 
Committee,  (Dffice  of  the  Chancellor,  P.O. 
Box  4004,  La  Crosse,  Wl  54602  BY 
NOVEMBER  15, 1998. 


THE  SEATTLE  TIMES  seeks  an 
enterprise  reporter  for  its  sports 
department.  We're  looking  for 
someone  who  has  demonstrated  the 
ability  to  produce  innovative,  insightful 
and  readable  stories  on  the  business, 
sociology  and  psychology  of  sports, 
and  on  personalities  and  trends.  We 
require  good  news  sense,  smart  and 
creative  ideas,  a  polished  written 
voice,  the  ability  to  see  and  report  the 
big  picture  and  the  ability  to  work 
independently  as  well  as  with  a  team. 
Five  years  of  daily  newspaper  experi¬ 
ence  required.  Please  send  no  more 
than  10  examples  of  your  work,  along 
with  five  story  proposols,  a  resume  and 
references  to  Cathy  Henkel,  sports 
editor,  Seattle  Times,  1 1 20  John  Street, 
Seattle,  WA  98 109-5321. 


WRITER/URBAN  PLANNER 

Small  but  growing  research/ publishing 
firm  seeks  writer/Mitor.  3-5  years  solid 
journalism  experience,  plus  interest/ 
experience/ training  in  urban  and  envi¬ 
ronmental  planning.  Attractive  Southern 
California  location.  Reply  to  Box  08623, 
Editor  &  Publisher. 

Some  like  to  understand  what  they 
believe  in.  Others  like  to  believe  in  what 
they  understand 

Stanislaus  Lee 


WIRE  EDITOR 

The  Orange  County  Register  is  seeking 
an  enthusiastic,  self-motivated  wire 
editor  to  handle  our  A3  World  Report, 
an  intensely  digested  page  that  maps 
out  the  day's  national  and  international 
events.  Strong  news  judgment  and 
copy  editing  skills  a  must.  Some  Design 
Work  also  involved.  Send  resume  and 
work  samples  to  Gene  Harbrecht,  assis¬ 
tant  news  editor/wires,  625  N.  Grand 
i  Avenue,  Santa  Ana,  CA  92701 . 

E-mail:  Gharbrechl@link.freeclom.cam 


THE  ST.  PAUL  Pioneer  Press,  a  220,000 
circulation  Knight  Ridder  newspaper 
has  an  immediate  opening  for  an  expe¬ 
rienced  BUSINESS  REPORTER  ta  cover 
the  airline  industry,  including  Twin 
Cities-based  Northwest  Airlines,  indus¬ 
try  trends,  labor  and  analysis.  At  least 
five  years'  business  reporting  experience 
at  a  metro  daily  with  an  emphasis  on 
beat  reporting,  versatility  and  aggres¬ 
siveness  is  required.  Send  letter,  resume 
and  clips  ta  Chris  Worthington,  business 
editor,  St.  Paul  Pioneer  Press,  345  Cedar 
I  Street,  St.  Paul,  MN  55101.  E-mail: 
cworthington@pianeerpress.com 


pa| 

lint 


THE  KALAMAZOO  GAZEHE  is  seek¬ 
ing  a  newsroom  librarian  who  will 
lead  toward  the  most  modern  of  news¬ 
paper  libraries.  Duties  include  research 
far  news  staff  using  a  variety  af 
electronic  and  print  sources,  archiving 
and  facilitating  the  latest  of  newspaper 
library  needs.  Computer,  database 
and  Internet  expertise  critical.  Library 
Science  degree  and  newsroom  library 
expertise  desired.  Chance  to  make 
major  impact  in  library  services  in- 
house  and  to  the  public.  Send  resume 
to  Lane  Wick,  news  editor.  The 
Kalamazoo  Gazette,  P.O.  Box  2007, 
Kalamazoo,  Ml  49003. 


Send  Box  Replies  to; 


Editor  &  Publisher 

Classified  Ad  Dept. 

1 1  West  19th  St. 
New  York,  NY  10011 


'  THE  TIMES-PICAYUNE  in  New  Orleans 
is  looking  for  an  art  critic  who  can 
I  write  insightful,  compelling  reviews  as 
'  well  as  features  and  news  stories  from 
a  lively  and  growing  beat.  Send 
!  resume  and  clips  to  Entertainment 
Editor  Karen  Taylor  Gist,  3800 
I  Howard  Avenue,  New  Orleans,  LA 
I  70140-1097. 

TRAVEL  EDITOR -LA 

I 

The  Daily  News  of  Los  Angeles  seeks  o 
i  travel  editor  who  can  oversee  and  help 
produce  one  of  our  exciting  weekly  sec- 
j  tions  plus  coordinate  expanded  cov¬ 
erage  in  our  four  LA-area  sister 
papers.  The  ideal  candidate  has:  news- 
1  paper  travel  writing,  photography,  and 
editing  experience;  page  design  skills; 

I  knows  the  Western  United  States;  prov- 
I  en  organizational  and  good  commu- 
I  nications  skills.  Letter,  resume  and  sam- 
'  pie  of  work  to  Sharyn  Betz,  features 
editor.  Daily  News,  P.O.  Box  4200, 

I  Woodland  Hills,  CA  91 365. 

I  WEST-CENTRAL  Ohio  daily  seeks  a 
Sports  Editor  who  can  liven  up  our 
j  sports  pages.  We're  a  6,000  circula- 
!  tion  daily  and  require  an  editor  with 
i  outstanding  management,  writing  and 
I  layout  (QuarkXPress)  skills.  Call  John 
Dysert  at  (419)  394-7414  or  E-mail  at 
jdysert@hotmail.com  for  more  informa¬ 
tion. 


Job  Hunting? 

Buying? 

Selling? 

Hiring? 

OR  JUST  LOOKING? 


Use  the  best  read  Classifieij  A(j 
Pages  in  the  industry 

E&P's  Classified  Section  is  where  you'll  find  the  used  equip¬ 
ment  you  need,  discover  new  employment  opportunities,  get  a 
feel  for  who’s  hiring  where,  find  the  key  professionals  to  make 
your  newspaper  run,  sell  your  used  equipment,  locate  industry 
service  providers,  even  buy  or  sell  your  newspaper  business. 

New  ads  every  week! 

Rates  and  information  are  in  this  section. 

To  place  your  classified  ad. 

FAX:  (212)  929-1259  Phone:  (212)  675-4380  ext.  171 
E-mail:  hazelp@mediainfo.com 

Mail:  E&P  Classified  Ads,  1 1  West  19th  Street,  New  York,  1001 1 


FOURTH  ESTATE 


E6fP 
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CLASSIFIED 


11  W  191h  street.  New  York.  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  ■  hazelp@mediainfo.conn 


HELP  WANTED 


INFORMATION  SYSTEMS 

CNI  CORPORATION,  a  compjter  inte¬ 
gration  company  that  services  the 
newspaper  industry  is  seeking  individ¬ 
uals  for  positions  in  systems  integra¬ 
tion.  Candidates  must  be  experienced 
in  newspaper  work  flow  and  capable 
in  MS  Word  and  QuarkXPress.  Novell 
and/or  MS  Networking  experience  is 
desirable.  Nationwide  travel  is  required. 
E-mail  resume  to:  hr@cnicorp.com 
Please  include  your  name  on  the  subject 
line. 


COMPUTER  SYSTEMS  SPECIAUST 

Upstate  New  York  Newspaper  looking 
for  a  person  with  the  ability  to  com¬ 
municate  between  various  computer 
systems,  troubleshoot  any  and  all  prob¬ 
lems.  Our  current  computer  configura¬ 
tion  is:  Editorial  PC  based;  Harris 
Pagination  (Unix);  Multi-Ad  Creator 
(Mac);  Layout  8000  (Unix);  Harliquin 
Rips  (PC,  Mac);  PBS  Circulation  (Unix); 
Business  (AS  400).  Experience  necessary. 
Full  benefit  package.  Send  resume  and 
salary  requirements  to  Box  08671 ,  Editor 
&  Publisher. 


Challenging  job,  good  pay  and  bene¬ 
fits  -  PLUS  worldwide  travel 
DIREaOROF 
TECHNICAL  OPERATIONS 

The  European  and  Pacific  Stars  and 
Stripes,  a  unique,  respected  American 
newspaper  that  circulates  to  U.S. 
military  and  Defense  Department 
civilians  throughout  Europe  and  Asia 
seeks  a  Director  of  Technical  Opera¬ 
tions  for  its  new  central  office  in  Wash¬ 
ington,  DC.  We  need  a  top  manager 
who  enjoys  a  fast-paced  environment 
and  who  can  coordinate  and  serve  the 
needs  of  our  central  office  and  foreign 
sites  in  Germany  and  Japan.  Our 
stateside  office,  wnich  is  becoming  the 
hub  of  this  24-hour  newspaper  opera¬ 
tion,  is  located  in  the  National  Press 
Building  just  blocks  from  the  White 
House. 

The  Director  of  Technical  Operations: 

•  establishes  and  maintains  the  Informa¬ 
tion  Systems  (IS) 

•  supervises  systems  staff  and  ensures 
personnel  are  available  and  ade¬ 
quately  trained  to  assist  users 

•  establishes  standards  for  all  IS 
hardware  and  software 

•  guides  and  assists  IS  managers  at 
other  operating  locations 

•  develops  the  IS  annual  budget  and 
approves  all  capital  expenditures 

Candidates  must  demonstrate  the 
ability  to  manage  complex  IS  in  multi¬ 
site  operation,  have  a  Bachelor's 
degree  in  IS  management  or  compara¬ 
ble  IS  work  experience,  and  experi¬ 
ence  in  developing  budgets  for  IS.  We 
prefer  some  familiarity  with  IS  require¬ 
ments  for  newspapers,  including  soft¬ 
ware  for  editorial,  circulation,  advertis¬ 
ing,  production  and  accounting. 

E-mail  resume  in  Microsoft  Word  or 
Plain  Text  format  to 

jobs@stripes.osd.mil  or  mail  to 
NAF  CPO,  Building  11,  Room  2-106 
WRAMC,  Washington,  DC  20307- 
5001 ;  or  FAX  (202)  782-7607. 

DODISEOE 


INFORMATION  SYSTEMS 

SYSTEMS  EDITOR 


The  Fresno  Bee,  Central  California's 
leading  newspaper,  is  seeking  an 
energetic  skilled  Systems  Editor  to 
manage  all  technical  needs  within  the 
newsroom  including  installation  and 
implementation  of  a  new  electronic 
pagination  system,  digital  archive 
system,  communications  systems,  photo 
and  graphic  systems  and  all  other 
technical  needs  while  supporting  day- 
to-day  needs  of  deadline-oriented 
users.  Candidates  should  be  experi¬ 
enced  in  newspaper  work  flow  and 
have  strong  PC  and  Mac  support  skills 
including  NT,  Visual  Basic  pro¬ 
gramming  and  formatting.  This  posi¬ 
tion  reports  directly  to  the  newsroom. 


Candidates  should  have  strong  project 
management  experience,  excellent  train¬ 
ing  and  interpersonal  skills  for  a 
service-oriented  environment,  the  ability 
to  set  and  achieve  goals  and  a  strong 
commitment  to  supporting  staff  and 
equipment. 


j  Please  respond  before  November  1 3 
by  sending  resume  via  E-mail  to 
resume@fresnobee.com 
j  or  mail  to: 

THE  FRESNO  BEE 

HUMAN  RESOURCES  DEPARTMENT 
1 626  “E"  Street 
Fresno,  CA  93786 
An  Equal  Opportunity  Employer 


MARKET  RESEARCH 

MARKET  RESEARCH  MANAGER 

The  Repository,  a  62,000  circulation 
newspaper  in  Canton,  Ohio,  is  looking 
for  a  research  professional  to  manage 
marketing  database  activities,  includ¬ 
ing  data  population,  integrity,  and 
organization.  This  person  should  have 
experience  with  different  segmentation 
methods  and  be  able  to  balance  deci¬ 
sion  risks  and  research  costs  to  achieve 
high-payoff  research  projects.  The 
candidate  should  have  an  element  of 
entrepreneurial  spirit  in  the  planning  of 
research,  as  well  as  bringing  creative 
insight  to  research  findings  and  their 
j  implications  for  decision  making. 

I 

j  Knowledge  of  SPSS  or  other  statistical 
j  software  and  either  Mapinfo,  ArcView 
j  GIS,  or  related  experience  desired. 

]  Ideal  candidate  should  have  a  strong 
j  marketing  and  statistical  background. 

Strong  presentation  and  interpersonal 
I  skills  a  must.  Individual  must  work 
!  effectively  with  sales  and  marketing 
personnel. 

j  Please  send  resume  and  salary  require¬ 
ments,  in  strictest  confidence,  to: 

Graham  Annett 
i  The  Repasitary 

500  Market  Avenue  Sauth 
I  Cantan,  OH  44702 

(330)580-8351 
gannett@rep-printing.com 


MAILROOM 


MAILROOM 


DISTRIBUTION  NIAILROOnil  MANAGER 

Opportunities  Available  In  the  Southeast! 


Ryder  Integrated  Logistics  is  the  nation’s  largest  provider  of 
customized  logistics  services  and  is  continuing  to  expand  our 
national  presence  and  service  offerings  in  the  newspaper  industry. 
This  growth  is  creating  several  opportunities  throughout  the 
country  for  all  areas  of  Distribution/Mailroom  Management. 
Currently,  we  have  a  specific  need  for  a  Mailroom  Manager 
within  our  Southeast  Region. 

Supervising  and  directing  a  staff  of  over  85  people  in  an  after 
press  packaging  scenario  you  will  insure  that  all  department 
deadlines  are  met,  while  upholding  our  high  quality  standards. 

A  minimum  of  3  years  newspaper  mailroom  experience 
required;  experience  with  Sheridan  insert  machines  a  plus. 

As  a  member  of  our  dynamic  global  organization,  you  will  enjoy 
highly  competitive  compensation,  excellent  benefits,  and 
performance  based  growth  potential.  For  consideration  for  the 
Southeast  position  or  other  distribution  center  opportunities, 
please  fax  your  resume  with  salary  requirements  and  region 
of  interest,  to  HR  Manager,  Ryder  Integrated  Logistics  at: 

(954)  977-2414.  An  EOE  M/F/HA/.  Drug  testing  is  a  condition 
of  employment  with  Ryder. 


Integrated  Logistics 


An  EOE.  Drug  testing  Is  a  condition  ot  employment  with  Ryder 


_ NEW  MEDIA _ 

WEBSITE  DESIGNER 

Central  California's  leading  newspaper 
has  an  immediate  opening  for  an 
imaginative  Website  Designer  to  create 
web  pages,  directories  and  sitelets. 
Will  be  responsible  for  graphic  design 
and  integrating  text  and  graphics  in 
coordination  with  host  (nando.net) 

[  using  a  variety  of  sources.  Must  have 
minimum  two  years  experience  in 
i  website  graphic  design  with  multi¬ 
platform  background  (PC,  MAC, 
UNIX).  Must  have  hands-on  experience 
with  HTML  3.0  and  4.0,  Photoshop, 
Illustrator,  QuarkXPress,  and  Win¬ 
dows;  working  knowledge  of  Java, 
CGI  and  other  Internet  design  tools  a 
plus.  Competitive  salary  based  on 
experience  plus  excellent  benefit 
package.  If  you're  a  self-starter,  able  to 
work  as  part  of  a  team,  and  can  pro¬ 
duce  cutting-edge  web  graphics  under 
deadline  pressure,  send  resume,  cover 
letter,  and  samples  of  your  work  by 
November  2  to: 

j  THE  FRESNO  BEE 

!  HUMAN  RESOURCES  DEPARTMENT 
’  1 626  “E”  Street 

I  Fresno,  CA  93786 

An  Equal  Opportunity  Employer 


_ PRESSROOM _ 

I  PRESSROOM  MANAGER 
!  Beautiful  Bismarck,  North  Dakota 

I  We  need  a  leader  for  a  press  opera- 
I  tions  department,  consisting  of  day- 
I  and  nightside  supervisors,  nine 
operators.  10  Urbanite  units,  and  addi¬ 
tional  responsibilities  for  small  press 
operations  at  a  weekly  shopper. 

The  right  person  should  have  high  stan¬ 
dards  for  newspaper  and  commercial 
print  quality,  have  management  expe¬ 
rience,  positively  and  safely  affect  pro¬ 
cess  efficiencies,  and  be  able  to  initiate 
training  and  staff  development. 

Bismarck,  North  Dakota  is  situated  on 
the  Missouri  River.  Ducks,  geese,  deer 
j  and  walleye  abound,  in  addition  to  an 
j  excellent  city  park  system.  Schools  in 
Bismarck  produce  students  that  excel,  a 
[  prestigious  local  4-year  private  college 
I  and  excellent  2-year  community  col¬ 
lege  are  nearby.  This  growing  com- 
!  munity  enjoys  low  crime,  arts,  entertain- 
I  ment  and  sports  facilities,  and  pleasant 
1  neighborhoods.  Don't  be  afraid  of  the 
j  few  weeks  of  cold!  Warm,  friendly 
j  North  Dakotans  make  the  difference  in 
I  our  quality  of  life. 

I  Salary  and  bonus  are  negotiable.  Our 
j  newspaper  offers  a  strong  benefits 
package,  paid  vacation,  and  moving 
allowance. 

Send  resume  and  letter  detailing  work 
experience  and  qualifications  to  Randy 
George,  Human  Resources  Manoger, 
The  Bismarck  Tribune,  P.O.  Box  5516, 
Bismarck,  ND  58502.  EOE/M/F/H 

Everyone,  without  exception,  is  seorch- 
ing  tor  happiness 

Blaise  Pascal 
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MAKES  THE  DIFFERENCE 


♦  Editor  8c  Publisher  is  NOT 
a  monthly  journalism 
review. 


♦  Editor  8c  Publisher  is  NOT 
a  monthly  association 
house  organ. 


♦  Editor  8c  Publisher  is  NOT 
sponsored  by  a  university, 
society  or  foundation. 


♦  Editor  8c  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 


p 


THE  FOL  RTH  ESTATE 


11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 


HELP  WANTED 


PRESSROOM 


CLASSIFIED  COLOR 

For  os  low  os  S25  per  week  you  con 
moke  your  classified  od  stood  out  with 
color.  For  rates  and  options  contact 
E&P's  Classified  Department. 

1  {212)675-4380x171 

Fox:  (212)929-1259 
E-mail:  hazelp@mediainfo.com 


!  PRESS  MANAGER 

!  The  Sun  Herald  in  Biloxi,  MS  is  seeking 
i  a  Press  Manager,  someone  to  run  a 
;  Headliner  Offset  press  crew.  We're  a 
I  50,000-plus  daily  on  the  Mississippi 
Gulf  Coast,  known  for  beaches,  deep¬ 
ly  sea  fishing,  casinos  and  a  booming 
economy.  Excellent  benefits  package. 
Send  salary  history  and  resume  to 
]  Operations  Director  Marlene  Kler,  c/o 
I  The  Sun  Herald,  P.O.  Box  4567,  Biloxi, 

I  MS  39535  or  call  (228)  896-2392. 

I  - 

PRESSROOM  SUPERVISOR 

Join  an  excellent  Midwestern  organiza- 
j  tion  and  help  us  grow  and  improve  our 
1  operations.  You  will  have  primary 
[  responsibility  to  lead  our  press  depart¬ 
ment  consisting  of  a  customer  services 
representative  and  1 2  pressroom  employ¬ 
ees.  We  have  an  eight  unit  Goss  Com- 
;  munity  pressline  and  a  modern  plant  and 
I  auxiliary  equipment.  Our  pressroom 
j  operates  3  shifts  per  day,  Monday  thru 
j  Friday.  We  own  and  operate  daily  and 
i  weekly  newspapers  and  shopper  publica- 
;  tions  as  well  as  print  for  numerous  com¬ 
mercial  customers.  Expertise  in  prepress 
and  platemaking  a  definite  plus.  We  offer 
,  a  solid  compensation  and  benefits  pack¬ 
age  and  your  family  will  enjoy  the  quality 
of  life  in  southeastern  Nebraska.  Send 
I  resume  to  W.  R.  Welsh,  president, 

I  Maverick  Media,  Inc,,  P.O.  Box  O, 
I  Syracuse,  NE  68446  or  fax  to  (402)  269- 
j  3358. 


MARKETING 


PRESSROOM 


PRESS  OPERATOR 

'  Advancement  opportunity,  excellent 
benefits,  401  (k),  clean  modern  facility, 
j  great  pay.  Applicants  should  have 
j  Goss  Community  or  similar  press  run- 
I  ning  experience.  Send  resume  or  call 
i  CM  Printing,  5253  Sinclair  Rood,  Col- 
I  umbus,  OH  43229.  (614)  885-6020. 
I  All  replies  confidential.  EOE 


WEB  OFFSET  press  operators  needed 
1  for  busy  newspaper  and  commercial 
shop.  Multi  web  color  experience  on 
Goss  Community  helpful.  Need  lead 
]  and  good  second.  Excellent  wages, 
401  (k),  insurance.  Send  resume  to 
'  News  Color  Press,  P.O.  Box  149,  Mt. 
Gilead,  OH  43338.  Attn:  Tom  Rapp 
(419)  947-9221, 

THE  SACRAMENTO  BEE  has  an 
;  excellent  opportunity  for  an  experi- 
I  enced  Pressperson.  The  pressperson  is 
responsible  for  operation  and  main¬ 
tenance  of  web  offset  lithographic 
perfecting  press  for  production  of  daily 
I  newspaper.  We  require  a  minimum  of 
1  four  years'  experience  on  double  wide 
!  offset  newspaper  presses.  Minimum 
education  is  high  school  graduate  with 
1  special  training  in  graphic  arts  or  press- 
I  work.  Must  be  available  to  work 
nights.  We  offer  a  competitive  salary 
and  an  excellent  benefits  package.  To 
i  apply,  please  fax  resume  to  (91 6)  321  - 
1984  indicating  the  Pressperson  posi¬ 
tion.  Or  mail  resume  to; 

The  Sacramento  Bee 
Human  Resources 
P.O.  Box  15779 
Sacramento,  CA  95852 

PUBUC  RELATIONS 

MIAMI  PR  FIRM  seeking  account  execu¬ 
tive,  minimum  1-3  years  experience, 
biligual,  detail-oriented,  strong  writer, 
j  team  player,  persistant,  must  already 
I  live  in  and  be  familiar  with  South  Flor¬ 
ida.  Fax  resume:  (305)  261  -891 2. 


MARKETING 


A 
G 

MEDIA  RELATIONS 

The  United  Slates  Golf  Association  ,  the  national  governing  bo^  of 
golf,  is  currently  seeking  an  Assistant  Manager  of  Media  Relations. 

The  ideal  candidate  must  have  good  writing  skills,  at  least  2  yrs 
experience  in  media/public  relations  and/or  marketing/promotions 
along  with  good  computer  skills.  Working  knowledge  of  the  media 
industry  is  required,  and  college  degree  is  preferred.  If  you  are 
mature  minded  with  good  interpersonal  skills,  possess  plenty  of 
enthusiasm,  and  are  willing  to  travel  this  is  the  opportunity  for  you. 

Qualified  candidates  should  forward  letter,  resume,  samples  and 
salary  history/requirements  to: 

USGA 

personnel-media  EP10-31  ^ 

PO  BOX  708  'A'\ 

FAR  HILLS,  NJ  07931  _  _ 

FAX:  908-7B1-173O  7 

E-mail:  iswlggett@usga.org  ^ 

An  Equal  Opportunity  Employei 


www.medlalnfo.com 
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CU\SSIFIED  ADVERTISING 
INFORMATION 

DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.20 

2  weeks  . $4.35 

3  weeks  . $3.60 

4  weeks  . $3.35 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.15 

2  weeks  . $9.85 

3  weeks  . $8.60 

4  weeks  . $7.45 

ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $9.50 

2  weeks  . $8.40 

3  weeks  . $7.35 

4  weeks  . $6.35 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $12.60  per  insertion 
Positions  Wanted  -  Add  $6.30  per  insertion  USA 
All  international  box  reply  -  $27.50 

DISPLAY  AD  RATES 

The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $110  pci 

2-5  weeks . $105  pci 

6 -13  weeks . $100  pci 

14-26  weeks . $  95  pci 

27-52  weeks . $  90  pci 

PAYMENT 

Make  check  payable  to  Editors  Publisher 
or  charge  to  your  American  Express, 
MasterCard  or  Visa.  Please  supply  name 
on  card,  account  number,  expiration  date 
and  card  holder's  signature. 

Please  note:  International  ads.  new  accounts  and  positions  wanted  ads  must  pre-pay. 

TD  PLACE  AN  AD 

Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Rease  contact  us  for;  display  ad  copy  specifications  and  procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
eileenl@mediainfo.com 

QUESTIONS? 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


■■■■ 

'AMERKANI 

■DO»RESS 

POSITIONS 

WANTED 


EDITORIAL 


ADMINISTRATIVE 


COMMUNITY  MINDED,  people/profif 
oriented  publisher  with  solid  track 
record  seeking  position  with  doily  to 
30,000  or  Mi(J-to-Large  weekly.  Strong 
advertising  background.  Reply  to  Box 
08645,  Editor  &  Publisher. 


PUBLISHER  SEEKING  o  position  os 
Publisher/General  Manager.  Com¬ 
munity  leader,  people/profit  oriented. 
20  years  experience  in  advertising, 
circulation  and  commercial  printing. 
V^/ill  relocate.  Call  Lonnie  at  (281) 
333-0606  or  E-mail  at: 

ioenix.net 


CIRCULATION 


PUBLISHER  with  extensive  sales  and 
marketing  background  in  newspaper 
and  trade/consumer  magazines  seek¬ 
ing  new  challenges.  Strong  ability  to 
generate  display/classified  sales  by 
using  creative  and  leadership  skills. 
Very  proficient  at  balancing  editorial 
and  sales  functions.  Experienced  in 
j  P&L  responsibility.  Reply  to  Box 
'  08681 ,  Editor  &  Puolisher. 

I  PUBLISHER'S  CONSULTANT:  Able  to 

j  develop  or  simply  implement  new 
j  policies  to  solve  problems  in  advertis¬ 
ing,  circulation,  editorial  and  produc- 
I  tion.  30  years  publishing  experience  in 
weekly,  TMC  and  daily  publications. 

!  Able  to  pinpoint  and  solve  revenue, 
distribution  or  content  problems  by 
department,  or  isolate  and  correct 
personnel  problems  and  increase 
morale.  Available  for  short  or  long¬ 
term  projects,  or  for  problem  review 
and  analysis.  I  work  as  the  publisher's 
right  hand.  Experienced  in  quick 
turnaround  techniques  and  in  achiev¬ 
ing  long-range  goals.  All  services  confi¬ 
dential.  Call  Michael  Bradley  at  (508) 
563-2835  or  E-mail: 

mbradley@capecod.net 


EXPERIENCED  award-winning  editor/ 
writer  seeks  new  career  challenge  with 
specialty  publication.  Willing  to  relocate. 
(305)  891-2595 

GET  THE  BEST 

Professional  with  managerial,  editorial, 
page  design/layout  and  pagination 
experience  seeks  a  job  in  the  Balti- 
more/tXI  area.  Available  immediately. 
Call  Margo,  (301)  872-0307 

NASCAR  WRITER.  Boost  readership  by 
[  improving  NASCAR  coverage.  Sensitive 
to  sociology,  psychology,  business  and 
!  personalities  of  sports.  Will  relocate. 

Contact  Ryan  at  (615)  226-  6114  or 
!  speeding@hotmail.com 

j  - 

j  SEASONED  NYC  photographer  seeks 
\  full  time  employment  as  photo  editor 
I  for  a  daily  AM  paper.  Salary  is  open. 

'  For  further  information  E-mail  at 
I  AFioranelli@aol.com 

j  TRAVEL  WRITERS  WANTED 

j  Successful  photographer  seeks  writers! 
Targets  newspaper  travel  sectionsi 
Jeff  (973)  575-1005 


BOTTOM  LINE  driven  circulator, 
innovative  and  daring,  looking  for 
small  to  medium  newspaper  that  has 
yet  to  hit  it's  full  potential.  25  years 
sales  experience,  last  8  years  in  circula¬ 
tion.  Coll  Andy  at  (71 7)  894-8371  or 
E-mail:  mrlefly@postoffice.ptd.net 


For  quicker 
placemen^  you 
can  Fax  your 
Posirions  Wonted 
ad  along  with  your 
Visa 

MasterCard 
AmericanExpress 
number  and 
expiration  date  to 

(212)  929-1259 
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Good  Times 

Continued  from  page  9 

the  fact  that  most  papers  are  profitable  and 
have  loyal  readers,  Brody  pointed  out. 
Moreover,  the  number  of  dailies  has 
remained  essentially  flat  —  close  to  1,600 
—  since  1950,  thanks  mainly  to  gains 
among  smaller  papers.  “There  won’t  be  a 
shock  in  this  business  for  at  least  two  gen¬ 
erations,”  he  predicted. 

Newspaper  revenues  could  grow  faster 
if  publishers  asked  readers  to  pay  more. 
Echoing  a  theme  popularized  by  Gannett 
Co.  chief  Allen  H.  Neuharth  a  decade  ago, 
Brody  said  that  at  250  or  500  newspapers 
are  a  good  value,  but  readers  “could  be 
conditioned  to  pay  more.”  At  the  same 
time,  all  is  not  well  for  newspapers. 
Household  penetration  is  decreasing  — 
averaging  52%  but  as  low  as  46%  in  .some 
areas  —  as  the  population  keeps  growing. 

“So,  if  there  is  something  alarming  in 
looking  at  the  industry,  it  is  that  we  may 
be  moving  from  a  mass  medium  to  an  elite 
medium,”  he  said.  One  upon  a  time  news¬ 
papers  served  an  elite  audience,  the  liter¬ 
ate,  “and  they  could  be  returning  to  that 
state,”  Brody  said.  “This  is  a  matter  that 
has  far  greater  implications  for  the  health 
of  our  democracy  than  for  the  health  of  the 
newspaper  business.”  Newspapers  prosper 
financially  by  delivering  the  affluent  read¬ 
ers  most  coveted  by  advertisers.  But  as 
circulation  growth  lags  population 
growth,  the  newspaper  audience  becomes 
narrower,  older  and  richer,  Brody  said. 

A  major  factor  in  the  nearly  stalemated 
circulation  is  that  about  one-third  of 
potential  readers  are  not  literate  in 
English,  though  many  graduated  from 
American  school  systems.  Meanwhile, 
newspapers  remain  financially  strong 
despite  stiff  competition  from  direct  mail 
and  local  shoppers  —  “the  biggest  adver¬ 
tising  competitors  of  newspapers,”  Brody 
said.  TV  mostly  hurts  magazines. 

To  maintain  their  classified  franchi.se, 
mostly  auto  and  real  estate,  newspapers 
have  branched  out  to  the  Internet.  Yet 
another  strength:  Each  newspaper 
employee  accounts  for  $102,000  in  rev¬ 
enue,  Brody  said,  giving  the  industry  “a 
very  productive  labor  force  but  not  a  high¬ 
ly  paid  one,”  except  for  top  executives 
whose  salaries  and  other  benefits  total 
from  $2  million  to  $5  million  a  year  on  the 
largest  papers  and  chains,  he  said. 

And  newspaper  profitability  directly 
relates  to  monopoly  status,  Brody  said, 
adding,  “When  you  have  a  lock  on  circu¬ 
lation,  ad  rates  will  go  up,  especially  on 
chain  papers.”  As  long  as  newspapers 


focus  on  their  core  readers  and  as  long  as 
readers  remain  upscale  and  elite,  newspa¬ 
pers  will  do  well,  he  concluded.  HI 


Phipps  is  a  freelance  writer  based 
in  Detroit. 

Grads 

Continued  from  page  10 
disturbing  but  not  surprising.  “You  don’t 
want  to  be  overly  pessimistic,  but  you  look 
everywhere,  and  you  see  the  same  thing  . . . 
rulings  against  affirmative  action  . . .  back¬ 
lash  against  gains.  ...  I  think  that  if  there 
is  a  good  thing  about  these  figures,  it  is 
that  they  might  reignite  a  sense  of  urgency.” 

Despite  the  view  that  minorities  find 
journalism  jobs  more  easily  because  of 
their  origin,  the  statistics  “continually 
shatter  this  perception,”  Newkirk  says. 

Linda  Waller,  deputy  director  of  the 
Dow  Jones  Newspaper  Fund,  questions 
whether  Becker’s  numbers  paint  a  clear 
picture  of  young  newspaper  careers.  “On 
its  face,  it  looks  like  there  must  be  tremen¬ 
dous  discrimination,”  Waller  says.  “But 
whether  there  is  a  cultural  reason  or  a 
salary  question,  we  can’t  tell.  It  leaves  you 
with  a  distressing  nugget  of  information 
that  if  you  knew  more,  it  might  not  be  so 
disturbing.”  She  hopes  the  findings  will 
encourage  further  analysis. 

GOOD  NEWS  —  AND  BAD 

The  good  news  is  the  job  market  for 
journalism  and  mass  communications 
graduates  continues  to  improve:  More 
jobs  are  available,  and  at  higher  pay. 
Becker  says  unemployment  rates  are  the 
lowest  since  he  started  tracking  them  12 
years  ago.  Other  key  points  in  the  study: 

•  1997  bachelor’s  graduates  earned 
median  pay  of  $23,000  a  year,  compared 
with  $21,500  a  year  earlier.  Minority  stu¬ 
dents  made  about  $600  a  year  more. 
Median  pay  for  master’s  grads  hit  $28,500. 

•  Grads  who  went  into  online  publish¬ 
ing  did  best.  Median  pay  hit  $27,320  —  a 
hefty  $4,320  above  median  for  all  work¬ 
ing  journalism  and  mass  communication 
grads,  and  $6,300  above  what  grads  who 
joined  daily  papers  earned. 

•  One.  in  four  bachelor’s  holders  with 
full-time  jobs  expects  to  work  overtime 
without  compensation,  and  one  in  10  uses 
a  personal  car  without  compensation. 

“In  general,  you  get  what  you  pay  for,” 
Becker  concludes.  While  some  dailies  offer 
good  pay,  many  more  “offer  very  poor 
salaries.  1  think  that  an  occupation  that 
doesn’t  offer  very  good  rewards  over  time 
will  not  get  or  keep  the  best  people.”  Hi 


Vows 

Continued  from  page  24 

The  only  complaint  he  could  recall 
came  from  a  man  upset  that  she  reported 
the  couple  lived  together  before  marrying. 

Brady’s  own  wedding  nearly  10  years 
ago  to  architect  Thomas  Van  Allen,  who 
she  met  10  months  earlier  in  a  stationery 
store,  could  well  have  qualified  for  a  story. 
“It  was  a  complete  disaster,”  she  says, 
“I  was  into  my  career  and  so  preoccupied 
I  had  neglected  to  take  the  time  or  just  for¬ 
got  to  buy  flowers,  hire  a  limousine  or 
even  buy  a  gown.  At  the  last  minute, 
we  ran  around  picking  wild  flowers  for 
the  ceremony.  Friends  drove  us  in  a  car 
that  kept  backfiring  .  .  .  and  I  had  to  use 
my  mother’s  old,  off-white  wedding  gown 
that  didn’t  fit.  The  sleeves  were 
too  long,  the  waist  too  tight,  and  the  train 
kept  sticking  to  the  freshly  varnished 
floor. 

“The  bridesmaids,  in  bright  red  gowns 
we  had  gotten  on  sale  at  Bloomingdale’s 
for  $39  each,  looked  like  red  Christmas 
trees.  And  the  Episcopal  minister  ends  up 
discussing  menopause  during  the  ceremo¬ 
ny,  saying  some  women  go  crazy  and  have 
to  be  institutionalized. . . .  Everybody  was 
just  stunned. . . .  Then  the  next  morning,  I 
had  to  walk  out  of  the  hotel  in  the  wed¬ 
ding  gown.  I’d  forgotten  to  pack  a  dress.” 
She  forgot  her  passport,  too,  but  the  new¬ 
lyweds  managed  to  get  to  Rome  for  their 
honeymoon.  H 


Liberman  is  a  retired  editor  of  the 
Asbury  Park  Sunday  Press. 

Shop  Talk 

Continued  from  page  54 
space  in  someone  else’s  rack;  loss  of 
goodwill;  lower  single-copy  sales.  The 
matter  requires  everybody’s  initiative. 
Circulation  executives  and  publishers  can 
contact  other  papers  and  independent  dis¬ 
tributors.  form  committees  of  area  news¬ 
papers,  then  approach  city  councils. 
They’ve  probably  already  heard  from 
companies  marketing  modular  racks  and 
would  welcome  your  input.  And  volun¬ 
teering  to  improve  the  cityscape  is  good 
public  relations. 

If  news  racks  figure  in  your  sales  strat¬ 
egy,  act  now.  If  they  don’t,  please  remove 
yours  from  the  streets  to  ease  the  pressure 
on  the  rest  of  us.  WM 


Northrop  is  president  of  the 
American  Association  of  Independent 
News  Distributors  and  of  Southwest 
Distribution  Inc.  in  Washington,  D.C. 
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by  Clyde  Northrop 


Averting  Rack  Wars 

Proactive  cooperation  with  local  governnnent  can 
stave  off  oppressive  ordinances  regulating  news  racks 

It  seems  every  month  the  trade  press  you’re  in  an  area  that  has  already  acted  are  annoying  your  neighbors,  it  always 
reports  on  another  city  or  town  that  is  upon  news  racks,  such  as  Boston’s  Beacon  leads  to  trouble.  Before  you  consider  liti- 
considering,  or  has  already  passed,  an  Hill,  Florida’s  Coral  Gables,  or  sections  of  gation,  examine  whether  you  can  do  some- 
ordinance  to  limit,  or  outright  ban,  news-  Chicago,  San  Francisco  or  New  York  City,  thing  to  avert  the  problem.” 
paper  vending  machines  from  their  As  for  the  viability  of  news  racks,  cir-  And  what  might  that  something  be?  For 
streets.  These  reports  usually  include  a  culators  who  perceive  them  as  a  tool  of  the  starters,  you  might  try  approaching  local 
promised  legal  response  from  the  affected  past  obviously  don’t  work  for  City  legislators  to  ask  what  you  could  do  vol- 
newspapers  or  the  quick  formation  of  Solutions  or  JCDecaux,  companies  that  untarily  to  help  solve  any  real  or  perceived 
coalitions  of  publishers  that  plan  to  meet  have  noticed  the  disarray  in  the  circulation  problems  regarding  news  racks.  While  this 
with  local  authorities  —  reactive  respons-  industry  and  identified  a  major  opportuni-  seems  simplistic,  it  has  worked  in  places 
es  to  a  problem  the  entire  circulation  ty.  They  have  financed  marketing  efforts  like  the  Washington.  D.C.,  area, 
industry  has  been  aware  of  for  too  long,  involving  personal  meetings  with  munici-  More  than  10  years  ago,  the 
regardless  of  location.  pal  lawmakers.  The  issue  of  news  racks  is  Washington  Post  assigned  its  govemmen- 

How  did  we  get  to  this  state  of  initiative  raised  — just  in  case  these  officials  didn’t  tal  affairs  attorney,  Carol  Melamed,  to  the 
paralysis?  Is  it  already  too  late?  Are  news  realize  they  had  a  prob-  issue  of  community  sat- 

racks  a  thing  of  the  past?  What  can  be  lem.  The  pitch  includes  isfaction  as  it  relates  to 

done?  a  “solution”  to  news  Whst  iS  thG  City  news  racks.  Joining  her 

The  circulation  industry  has  generally  rack  clutter.  The  tempt-  was  Alice  Neff  Lucan, 

been  a  highly  competitive  group,  particu-  ing  hook  is,  not  only  no  COUncil  hearin9  representing  USA  To- 

larly  in  markets  with  more  than  one  news-  cost  to  the  city,  but  a  day,  and  Clyde  North- 

paper.  While  there’s  some  sharing  of  data  potential  new  revenue  frOITl  yOU?  If  th©  rop,  president  of  the 

on  readership  trends  through  associations  stream  for  city  trea-  American  Association 

like  the  Newspaper  Association  of  suries.  The  package  can  anSWGr  IS  nothinQi  of  Independent  News 

America,  precious  little  tactical  informa-  even  include  a  “Model  _  Distributors, 

tion  is  shared.  This  lack  of  communication  News  Rack  Ordinance,”  don’t  bG  surprisGd  Together  they  built  a 
between  newspapers  is  exacerbated  by  otherwise  known  as  the  coalition  of  publishers 

feelings  in  some  circulation  departments  Cure  For  Rakblight.  wh©n  th©  VOt©  —  over  30  at  last  count, 

that  news  racks  are  a  thing  of  the  past.  The  comprehensive  .  They  spent  a  significant 

While  almost  all  circulation  depart-  ordinance  begins,  9®®®  393inSt  yOU.  amount  of  time  in  dis- 
ments  still  use  racks,  single-copy  budgets  “Whereas  substantial  cussions  with  city  coun- 

are  shifting  to  support  vocal  retailers.  Add  growth  in  the  number  of  cils,  township  officials 

to  this  the  inherent  arrogance  of  newspa-  newspapers  . . .  has  produced  a  significant  and  neighborhood  associations  —  most  of 
pers  —  wrapped  in  the  First  Amendment  increase  in  .  .  .  news  racks  .  .  .there  is  a  the  time  in  advance  of  a  problem.  The 
and  sensing  no  obligation  to  even  speak  need  to  regulate  .  .  .  installation,  place-  result  was  a  series  of  voluntary  agree- 
with  local  authorities  about  distribution  —  ment,  size,  maintenance  .  .  .  within  the  ments  with  area  municipalities.  While 
and  you  have  an  environment  that  nearly  city.”  This  could  very  well  be  what  your  occasionally  a  standard  color  is  mandated 
guarantees  problems.  city  council  members  are  hearing  from  in  certain  historic  areas,  to  date  no  ordi- 

In  the  NAA  news  rack  manual  prepared  companies  that  want  the  municipal  gov-  nances  have  been  written. 

la.st  summer  by  Alice  Neff  Lucan,  an  emment  to  remove  your  racks  and  install  Melamed  says,  “We  like  very  much  to 

attorney  representing  individual  publish-  their  racks,  where  you  would  have  the  become  informed  of  people’s  concerns 
ers,  she  says:  “The  right  to  distribute  opportunity  to  purchase  space.  What  are  about  news  racks  before  they  become 
newspapers  is  balanced  against  the  munic-  council  members  hearing  from  you?  If  the  infuriated  and  want  to  ban.”  Everybody 
ipality’s  power  to  impose  regulations.  If  answer  is  nothing,  or  a  recitation  of  the  involved  admits  the  approach  is  time-con- 
publishers  do  not  keep  that  balance  in  First  Amendment,  then  why  act  surprised  suming  and  requires  continuing  mainte- 
mind,  it  simply  begs  for  the  municipal  when  their  votes  don’t  go  your  way.  nance.  But  as  Northrop  says:  “I  make  my 

officers  to  exercise  the  power  they  do  have  What  can  be  done?  The  knee-jerk  reac-  living  selling  newspapers.  It’s  worth  my 
to  write  an  ordinance.”  tion  from  some  papers  is  to  bring  a  lawsuit,  time  to  ensure  news  racks  remain  on  the 

Other  common-sense  advice:  “The  sen-  They  won’t  be  pushed  around  by  elected  streets.” 

sible  response  is  to  distribute  well  in  the  officials.  NAA’s  news  rack  manual,  written  Isn’t  it  about  time  the  circulation  indus- 

first  place”  and  uses  “responsible  distribu-  by  lawyers  who  earn  their  living  in  court,  try  gets  out  in  front  of  a  problem  instead 

tion  practices”  that  take  pains  to  build  says  publishers  “would  be  foolhardy  to  of  reacting  to  it?  The  price  for  failing  to 
goodwill  with  the  community  and  with  miss  the  negative  message.  Whatever  the  act  on  this  issue  is  high:  legal  fees  or  rental 
city  officials.  So,  is  it  too  late?  Not  unless  cases  say  about  constitutional  law,  if  you  see  Shop  Talk  on  page  53 
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